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Preamble

India is known as the ‘nation of shops’. Retailirggone of the oldest
businesses of mankind and almost close to settjaedutture, as its origins can be
traced back to the time when exchange goods dedtéaiking place. Retail sector in
India is one of the fastest growing industry in Werld. Retailing has become such
an intrinsic part of our everyday lives that itoen taken for granted. The nation
that have enjoyed the greatest economic and go@gless have those with a strong
retail sector. India is the world’s fifth largedbbal destination in the retail space. It
is projected to grow from US$672 billion in 2017 t5$1.1 trillion in2020. It
accounts for over 10 percent of the country’s Gidemestic Product (GDP) and

around 8 percent of the employment (IBEF 2017).

Retailing, by its very nature, is a dynamic indyusiThe arrival of modern
retail in developing countries occurred in threecassive waves (Reardon and
Hopkins, 2006; Reardon and Berdegue, 2007). Theviave took place in the early
to mid-1990s in South America (e.g., Argentina, Araand Chile), East Asia
outside China (South Korea, Malaysia, PhilippinBsailand, and Taiwan), North-
Central Europe (e.g., Poland, Hungary, and Czeg@uRi) and South Africa. The
second wave happened during the mid to late 1990dexico, Central America
(e.g., Ecuador, Colombia, and Guatemala), Southdesan countries (e.g.,
Indonesia), Southern-Central Europe (e.g., Bul@afiae third wave has just begun
in the late 1990s and early 2000s in parts of Af(e.g., Kenya), some countries in
Central and South America (e.g., Nicaragua, Pend, Bolivia), Southeast Asia
(e.g., Vietnam), China, India, and Russia. Thus, tiird wave countries which
include China, India and Russia are latecomershéndiffusion of modern retail.
According to the authors, the main reason why tlgged behind was the severe
restrictions on Foreign Direct Investment (FDI)retailing in these countries. The
demand side features of these countries, suchre®me, size of the middle class,
urbanization, and the share of women in workforte, ehave been similar to

countries in the second wave (ICRIER, 2008).



Retailing industry comprises of organized anditiawnll sectors. Difference
between organized and traditional retail can becifpd on the basis of their
ownership, logistic, supply chain facilities andusture of management. The Indian
retail sector is highly traditional with 93% (IBEEQ17) of its business being run by
the traditional retailers. There are over 15 millimaditional stores in India. More
than 8% of the population is engaged in this asti(indian Retail report, 2017).
Some of the changes that have affected India’sakstiucture with the customer,
being acknowledged as the king or queen. The isgrganumber of nuclear
families, double income households and increasevank pressure putting the
customers under constant time stress. This meantsstith people have very little
time at their disposal for relaxation purpose. mstscenario, customers are
constantly looking out for convenience of one-sghypping experience to make
better utility of their time. Further, they are @lseeking speed and efficiency in
processing and hence on the lookout for additiamfarmation, better quality and
value items, shorter queues and healthy and chegypsng environment. To meet
these demands, there has been an evolution ireta# industry also. On the one
side there are traditional stores which operateofigmall outlets. These retailers
have a better proximity to customers, are usualiyily run businesses with low
overhead cost, follow a credit system and offevises such as home delivery and
so on. On the other side there is the organizeall retdustry comprising super
market, hypermarket, convenience stores, speciatidyes, malls, discount stores
etc. which are seeking to satisfy the needs ofoousts preferring to shop in an
ambience, which is attractive hygienic, offeringigenience in addition to a wide
range of products at a competitive price etc.

The post liberalization era in India has seen gmicant change in the
market scenario. Due to the large scope of busiameddigh growth potential, India
has been attracting investors across the world.bd@ilmation of economies
complemented by technological progress has letiddobom in the retail sector in
India. An important aspect of the current economegenario in India is the
emergence of organized retailing. There has beasiderable growth in organized

retailing business in recent years and it is poiggdmuch faster growth in the



future. Major industrial houses have entered is Hrnea and have announced very
ambitious future expansion plans. Transnationap@@tions are also seeking to
come to India to set up retail chains in collaboratwith big Indian companies.
However the emergence of modern organized retdiesded to share the customer
base, which was controlled by the traditional tetaifor a long time. However,
opinions are divided on the impact of the growtlorjanized retail in the country.
Concerns have been raised that the growth of argdnretailing may have an
adverse impact on retailers in the traditional @ecccording to ICRIER study,
traditional retailers in the vicinity of organizedtailers experienced a decline in
their volume of business and profit after the emfylarge organized retailers
(ICRIER, 2018). It has also been argued that graitbrganized retailing will yield
efficiency in the supply chain, enabling better essc to markets to producers
(including farmers and small producers) and englitigher prices, on the one hand
and, lower prices to customers. India’s Planningh@ussion, in its Approach Paper
for the Eleventh Five Year Plahas noted: “Organized retailing brings many
advantages to producers and also to urban custpmadite also providing
employment of a higher quality. Organized retailingagricultural produce can set
up supply chains, give better prices to farmersttieir produce and facilitate agro-
processing industries. Modern retailing can bringnew technology and reduce
consumer prices, thus stimulating demand and tgguetividing more employment
in production”. The other argument is that, Tramhal stores still continue to score
over modern retailing as customers will never stisfiing neighbourhood stores for
their day to day needs. So, today there is co-@axigt of both traditional and
organized retail sectors. Modern retailing is toeéat to independent Mom and Pop
stores as most of the customers said that theyr mtopped visiting kirana stores
(Dinar Fatima, 2013). In India, currently FDI idcabed in retail marketing. With the
rising need for consumer goods, many companies imaested in the Indian retail

space.

The retail sector in India has drastically growrthwmodification as the
traditional food and grocery segment has seen thergence of supermarkets/

grocery chains, convenience stores and fast-fo@inshand appliance of global



perception have also shown the phenomenal expamsiodian retail. Unlike most
other countries, Indian retail sector is highlygir@ented and bulk of the business is
in the traditional sector (93%) like local 'wet' ket venders, road side push cart
sellers or tiny grocery stores. There is an eseahaivelve million retail outlets, of
which almost seven million sell food and grocergducts (IBEF, 2017). The vast
majority of these are small kiosks, general pravistores and grocery stores run by
a single trader and his family. In the context ofedgent views on the impact of
organized retail, it is essential that an in-deptfalytical study on the possible
effects of organized retailing in Kerala is conauttThe present study is an attempt
to access the impact of the emergence of modeait betsiness upon the traditional

food and grocery business sector in Kerala.
1.2 Significance of the Study

Retailing is one of the oldest businesses thatdmuaivilization has known.
It acts as an interface between producers and roesto More than ninety
percentage of its business is being run by the Isratdilers like the traditional
family run stores and corner stores. The Indiaailr@dustry has over 12 million
outlets, which is the largest in the world. It ltamtributed over 10% to the GDP of
the country and is estimated to have provided witiployment to over 18 million
people, around 8% of the country’s employment, dpdime largest employment

providing sector after agriculture (Retail Rep@@17).

Though the retailing is one of the largest seciorthe global economy and
is going through an evolutionary phase in Indiaoddh organized retailing offers
huge potential for future growth of retailing india and migration from traditional
stores to modern retail continues, but modern fegrstll holds only 8 percent of
the whole market, and particularly in case of fawdl grocery segment traditional
structure dominates the retail sector in Indiae Tidian food and grocery market is
the world’s sixth largest retail sector (IBEF Repd017). The most significant
object to note is that the traditional food andogry retail format helps a larger
population and gives direct employments. Food &cgrg is the main revenue

drivers in the Indian retailing. The realizationtbke enormous growth potential of



this industry has attracted huge investment frorfjon@omestic corporate houses in
the retail sector. Most available studies relatedhie phenomenon of organized
retail trade have focused on its growth prospectee country and have accordingly
projected its contributions to nations income antpleyment generations. These
studies or reports give least importance to reviealimpact or consequences of
organized retailers upon the traditional retailarthe market. Thus, the major focus
of the study is the consequences and impacts adnagd retailers upon the
traditional one in Kerala with special referencéaod and grocery sector.

1.3 The Research Problem

Indian retailing is dominated by a large numbkesroall retailers consisting
of the local kirana shops, owner-manned generaéstahemists, footwear shops,
apparel shops, paan and beedi shops, hand-cartergwkavement vendors, etc.
which together make the so-called “traditionalaiiét The last few years have
witnessed the entry of a number of organized eswibpening stores in various
modern formats in metros and other important cifi€RIER, 2008). Food and
grocery forms the backbone of the Indian retait@edy 2020 food and grocery
segment is expected to account for 66 percent eftdkal revenues in the retail
sector followed by apparel segment (Retail Re&1,7). India’s food and grocery
sector is still largely traditional retail markethare maximum retailers operate in
less than 500 sq.ft. of space. Over the last dedheeretail sector in India has
drastically grown with modification as the tradited food and grocery segment has
seen the emergence of supermarkets/grocery chansgnience stores and fast-
food chains and appliance of global perception hage shown the phenomenal

expansion.

Through different types of retailers, the custonare linked with the
producers. In this linking process one can see bghnized and traditional sectors.
Each play in different ways and manner, deal witfedent categories of customers
based on their preference and life style. Foodgandery business is a major sector
in Indian retail business. It caters to the neddsoth poor and rich in the society

and render essential service to community. Thidysatempts to analyze the impact



of organized retailers on traditional retailers hwipecial reference to food and
grocery sector. From the available literatures itound that no in-depth study has
been conducted so far in this particular area. 8foeg, the investigator proposes to
fill the gap through the present study.

Thus, the present research work is an humble pttemfind answers to the

following research questions.

1. Do the food and grocery organized retailereefthe sales performance of
traditional retailer?

2. Whether the organized retailers affect thepleyees and customers of
traditional food and grocery sector?

3. Has the traditional retailer adopted sunvsteategies to face the challenges
offered by food and grocery organized retailers?

4, Do the demographic and behavioral factorsuerfte the customers’

preferences towards organized and traditionallezt3i

5. To what extent the customers are satisfied thighorganized and traditional
stores?

6. Is there is any difference in the attitude famized and traditional retailers
customers?

7. Which type of customers will be the main drsveof organized and

traditional retailers?
8. Whether the promotional strategies adopted byarozed retailers are

effective or not?
1.4 Objectives

The main objective of the presesesrch work is to conduct a descriptive
study on the impact of organized retailers on trawdal retailers with special
reference to food and grocery sector. In orderctmaplish this main objective, the

following specific objectives have been set forth.

1. To assess the impact of food and groceggirozed retailers upon the sales

performance of traditional retailers.



To examine the impact of food and grocegaaized retailers on customers

and employees of traditional retailers.

To analyze the survival strategies adoptethbytraditional retailers to face
the challenges and competitions created by food gnodery organized

retailers.

To observe the facilities and services offelbgdorganized and traditional

retailers.

To evaluate the attitude of traditional retaleowards market trend, dealing

with competition and children taking up their biesas.

To study the effectiveness of promotional styeds adopted by organized

retailers.

To study the demographic and behavioral factbisse influence the

customers’ preferences towards organized and ivaditretail stores.

To study the product wise preferences of custsnowards organized and

traditional retail store.

To study the customer purchase behavior towarganized and traditional

retail stores.

1.5 Hypotheses

A.

HO:

HO:

Hypotheses are formulated based on objectivegiaea below:

To assess the impact of food and grocery organizedtailers upon the

sales performance of traditional retailers.

There is no significant association betweererage daily turnover of

traditional retailers and their distance from oliged retail store.

There is no significant association betweererage daily turnover of
traditional retailers before five years and thestahce from organized retail

store.



HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

There is no significant association betweeason for decreasing average
daily turnover of traditional retailers and theistdnce from organized retail

store.

There is no significant association betweeearage turnover per month of
traditional retailers and their distance from oiged retail store.

There is no significant association betweearage turnover per month of
traditional retailers before five years and thestahce from organized retail

store.

There is no significant association betweeason for decreasing average
turnover per month of traditional retailers andirtltéstance from organized

retail store.

To examine the impact of food and grocery orgazed retailers on
customers and employees of traditional retailers.

There is no significant association betweemlper of employees working in
traditional retail stores (now) and their distafrcen organized retail store.

There is no significant association betweemiper of family employees
working in traditional retail stores (now) and thdistance from organized

retail store.

There is no significant association betweemiper of hired employees
working in traditional retail stores (now) and thdistance from organized
retail store.

There is no significant association betweemlper of employees working in
traditional retail stores before five years andrtlogstance from organized

retail store.

There is no significant association betweemiper of hired employees
working in traditional retail stores before fiveaye and their distance from

organized retail store.



HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

There is no significant association betweemiper of family employees
working in traditional retail stores before fiveaye and their distance from

organized retail store.

There is no significant association betweersoa for decreasing employees

of traditional retailers and their distance frorgamized retail store.

There is no significant association betweemiper of customer per day of

traditional retailers and their distance from olged retail store.

There is no significant association betweemiper of customer per day of
traditional retail stores before five years andrtloéstance from organized
retail store.

There is no significant association betweeasoa for decreasing customers

of traditional retailers and their distance frorgamized retail store.

There is no significant association betweercgrat of regular customers of

traditional retailers and their distance from olged retail store.

There is no significant association betweemiper of regular customers of
traditional retail stores before five years andrtloéstance from organized

retail store.

There is no significant association betweerticgzonomic profile of
customers of traditional retailers and their dis@arfirom organized retalil

store.

There is no significant association betweerticgzonomic profile of
customers of traditional retail stores before fpears and their distance from

organized retail store.

To analyze the survival strategies adopted hyaditional retailers to face
the challenges and competitions created by food argtocery organized

retailers.

There is no significant association betweemange in traditional retail
business after any organized retail store opensgayhy and their distance

from organized retail store.



HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

There is no significant association betweeadpct related survival strategies

adopted by traditional retailers and their distainoen organized retail store.

There is no significant association betwegneprelated survival strategies

adopted by traditional retailers and their distainom organized retail store.

There is no significant association betweestritiution related survival
strategies adopted by traditional retailers andr tthstance from organized

retail store.

There is no significant association betweeonmtion related survival
strategies adopted by traditional retailers andr tthstance from organized

retail store.

To evaluate the attitude of traditional retailas towards market trend,

dealing with competition and children taking up ther business.

There is no significant association betwedruae of traditional retailers

towards market trend and their distance from oghretail store.

There is no significant association betwedrtudie of traditional retailers
towards dealing with competitioand their distance from organized retail

store.

There is no significant association betwedruae of traditional retailers
towards children taking up their business and tbetance from organized

retail store.

To observe the facilities and services offeredy organized and

traditional retailers.

There is no significant association betweenfttilities and services offered
by traditional retailers and their distance frorganized retail store.

There is no significant association betweenfttilities and services offered
by organized retailers and their format type.
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HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

To study the effectiveness of promotional sttagies adopted by

organized retailers.

There is no significant association betweeonmotional strategies adopted

by organized retailers and their format type.

There is no significant association betweefeativeness of promotional

strategies adopted by organized retailers and tbwrat type.

To study the demographic and behavioral factorsthat influence

customers’ preferences towards organized and tradiinal retail stores.

There is no age wise difference between custenof organized and

traditional retailers.

There is no education wise difference betweestomers of organized and

traditional retailers.

There is no occupation wise difference betwesstomers of organized and

traditional retailers.

There is no monthly income wise differencenmsn customers of organized

and traditional retailers.

There is no marital status wise differencesMeein customers of organized

and traditional retailers.

There is no distance wise difference betweastammers of organized and

traditional retailers.

There is no motive wise difference betweentamuers of organized and

traditional retailers.

There is no mode of transport wise differefmetween customers of

organized and traditional retailers.

There is no frequency of visit wise differenbetween customers of

organized and traditional retailers.

11



HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

HO:

There is no shopping time wise difference et customers of organized

and traditional retailers.

There is no money spend wise difference betwaestomers of organized

and traditional retailers.

To study the product wise preference of customg towards organized
and traditional retail stores.

There is no product wise difference betweendbstomers of organized and
traditional retailers.

There is no shop wise difference betweencimtomers of organized and

traditional retailers.

There is no spending wise difference betwden dustomers of organized

and traditional retailers.

To study the customer purchase behavior towardsorganized and

traditional retail stores.

There is no significant difference between #igtude of organized and

traditional customers on product.

There is no significant difference between #tgtude of organized and

traditional customers on price.

There is no significant difference between #tgtude of organized and

traditional customers on outlet.

There is no significant difference between #igtude of organized and

traditional customers on location.

There is no significant difference between #tgtude of organized and

traditional customers on promotion.

There is no significant difference between finessure of reference group
and retail format selection of organized and traddl retail customers.
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HO:  There is no significant difference between Hehavioral control belief of

customers of both organized and traditional retsile

HO: There is no significant difference betweea #atisfaction of organized and

traditional customers on product.

HO:  There is no significant difference between shéisfaction of organized and

traditional customers on price.

HO:  There is no significant difference between shdéisfaction of organized and

traditional customers on outlet.

HO:  There is no significant difference between shéisfaction of organized and

traditional customers on location.

HO:  There is no significant difference between shéisfaction of organized and

traditional customers on promotion.
1.6 Scope of the Study

The scope of the present study is limited to thpact of organized retailers
on traditional retailers with special referencefomd and grocery sector.Three
largest cities in Kerala (Kozhikode, Trivandrum atmkthi) have been taken for the
detailed study. This survey is conducted to comphee changes in turnover,
employees and customers of traditional retailersclumsters where organized
retailers have a presence (treatment clustersjvaede they do not have a presence
(control clusters), so 400 traditional retail s®relected from treatment area and
75 stores selected from control area and for meliable result a distance criteria
used for analysis, ie, total area divided in teeé¢h{The nearest, Around and Far
away). The study also focuses on purchase behasfaarganized and traditional
retail customers. Hence the sample size taken @sud€iomers, i.e. 200 traditional
retail customers and 200 organized retail customArsording to this study
organized retailers are chain stores that situatesch sample cities. Three types
of retail formats are selected as sample. Thesd®m@unt stores, Super market
and Hyper market. In the case of organized retitesearcher selected whole

population as the sample population for this study.
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1.7 Variables of the Study

The table 1.1 shows the variables of the study.

Table 1.1

Variables of the Study

I\?(I) Dependent Variables Independent Variables
1. Average daily turnover
1. | Sales performance
2. Average monthly turnover
3. Reduction of employees
5 Effects on customers and 4. Reduction of customers
employees 5. Socio economic profile of
customers
6. Product related strategies
3 | Survival strategies adopted by 7. Price related strategies
" | traditional retailers 8. Distribution related strategies
9. Promotion related strategies
10. Facilities and services offered b
. ) traditional retailers
4. | Facilities and services o _
11. Facilities and services offered b
organized retailers
12. Market trend,
5. | Attitude of traditional retailers 13 De'allng with c.ompetltlor.l
14. Children taking up their
business
6 Promotional strategies adopted 15. Promotional strategies
" | by organized retailers
16. Gender
17. Age
Demographic factors of 18.  Education
7. | customers. 19.  Occupation
20. Monthly income
21. Marital status
22. Distance
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I\?(I) Dependent Variables Independent Variables
8. Behavioral factors of customers 23. Motive
24. Mode of Transport
25. Frequency of visit
26. Shopping Time
27. Spending habit
9. Product buying preference of | 28. Product wise preference
customers 29.  Shop wise preference
30. Spending wise preference
11. Customer purchase behavior 31. Pressure oerefe group
32. Behavioral control belief
33. Attitude of customers
34. Customer satisfaction level

1.8 Conceptual Model

The study has developed two conceptualetls using the above mentioned
variables for impact of organized retailers on itradal retailers and customers

purchase behavior, and it is depicted in fig. arid 1.2 respectively.
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Impact of Organized Retailers on Traditional Retailers

=

-

Figure 1.1 Impact of organized retailers on traditonal retailers.

The present study identified the Impact of orgedizetailers on profit,
customers and employees of traditional retaileh& Wariables of organized retailers
are promotional strategies, facilities and servared methods to contact, follow up

and communication with customers.
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Customers Purchase Behavior
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Figure 1.2 Customers purchase behavior

The study use same variables foruaktitand satisfaction for the purpose of
comparison. These variables are product, pricdetpdbcation and promotion. The
perceived behavior control taken as an independsatdble.

1.9 Operational Definition of Terms and Concepts

The important terms and concepts used in the studybriefly explained

below.
Organized Retall

Organized retail or modern retaithsin stores, all owned or franchised by
a central entity. The relative uniformity and stardization of retailing is the key
attribute of organized retail. The supply chain aondrcing are centrally controlled.
Organized retail firms are adopting a combinatidnfarmats including, mega
(Hypermarket) and medium (Supermarket and Discstanes).
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Traditional Retail

Traditional /unorganized retail refecsthe traditional form of retail often
situated near residential areas. It is generalbraitterized by low rentals, low tax
payouts with a majority of being owner managed angploying personal capital.
The supply chain and sourcing are also done lotaltgeet the local needs.

Food and Grocery Store

Food and Grocery stores include grostoyes, general stores and vegetable
stores. Grocery shops deal mainly in grocery itesush as food items (rice, atta,
wheat, grains and flour, cooking oil, ghee, vantisgaices, etc.) are available in
loose. General stores, as the name suggests,inealsety of general use items and
food items used for daily needs. For example, geaeral store one can find items,
such as toiletries, biscuits and snacks, packagedsf cosmetics, hosiery and
stationary, etc. Vegetable stores deal with vedesadnd fruits.

Hyper Market

Hypermarkets typically have business et®focusing on high-volume, low-
margin sales. Typically covering an area of 50090fs and 100000 sq. ft., they
generally have more than 200000 different brandsefchandise available at any
one time. The product mix in the hypermarket forisatypically 60 per cent food
and 40 percent non-food. The key players in thensedg are: the RPG Group's

Giant (Spencer’s) hypermarkets, and Pantaloon ReBag Bazaars.
Super Market

A supermarket is a large self-servitail store selling food and household
supplies with a selling area of between 400 s@nft 2,500 sq. ft, selling at least
70% of its merchandise comprising of foodstuffs @wveéryday commodities. The
family is their target customer and typical exarspdé this retailing format in India
are Reliance, more, Food Bazaar etc.
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Discount Store

A discount store is a retail store offeriagwide range of products, mostly
branded at discounted prices. The average sizeiasf stores is 1000 sq.ft. The
discount stores largely concentrate on grocery ystsd and fruit and
vegetables.Typical examples of such stores in ladé Subhiksha, Margin Free,

Neethi store etc.
Customer Satisfaction

Customer satisfaction is the reactiothef retail customers that derives from

the fulfillment of his needs and wants.
Promotional Strategy

Strategies adopted by organized mailor finding appropriate market and
utilizing all aspects of the promotion such as atisieg and discounts to promote

the product or service provided to a particularketr
Survival Strategy

Strategies adopted by traditional retailers t@ feempetition from organized

retailers.
Chain Store

One of a series of stores owned by one compauly satling the same

merchandise (Oxford Dictionary, 2005).
Subjective Norms

It refers to the perceived social pressure thdiuences the purchase

behavior of retail customers.
Behavioral Control Belief

Control belief has to do with the peveei presence of behavioral factors that

may facilitate or impede performance of a behavior.
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1.10 Methodology

The methodology followed in the present researorkvis briefly explained

in the following heads.
1.10.1 Method of Research

The research work is both descriptind analytical nature. It is descriptive
because it is a fact finding investigation and &®si on particular facets or
dimensions of the problem by gathering descriptinfermation and the study uses
the statistical methods for analyzing the quami#atiata, it can be described as an
analytical study also.The study uses the Stratlladdom Sampling Method.

1.10.2 Sources of Data

Both the secondary and primary data have beencteleand used for the

research work.
A  Secondary Data

The secondary data needed for the study has bedgcted from the

following sources:

Annual Report on Indian Retail Sector
Organized retailers Website
Websites of FLRS

Research Dissertations and Theses
Research Journals

Periodicals

Study Reports

Research Publications

Books related to the study area

YV V.V V V V V V V V

Other websites
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B Primary Data

Primary data have been collected from organizedteaditional retailers in
the largest three cities in Kerala and customerbath organized and traditional

retailers
Sample Design

The sample design of the present research wodeseribed in detail as

follows:
)] Selection of Cities

Three largest cities in Kerala were covered instiuely.
These are:-

> Kozhikode
> Trivandrum
> Kochi

i) Sampling Design: Small Traditional Retail Stores

Small, traditional retail stores are adverselyeet#d by the expansion of
organized retailers, if they fall in the catchmarga of the organized retail store. A
catchment area is defined as the area (radiussbardie in km) from where the
organized outlet is expected to draw its custom¥sing the standard industry

norms, the catchment area for organized retaiestob km (ICRIER, 2008).

From the catchment area of every sampled organetaa store (hereafter
referred to as a cluster), a fixed number of tradél retail stores selected as sample.
The number of traditional retail stores was obtadifrem Assistant commissioner of

Food and safety office (Kozhikode, Kochi, and Tngteum).

In order to ensure that the sample of traditioe#dilers drawn extends over
the entire catchment area, a distance critericstgdce of the traditional retail stores

from the organized retail stores i.e. cluster) waed to select traditional outlets
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which are both Thenearest and “ Around’ from catchment area andrar away
from out of catchment area. The differences obsdmiveen the two samples
together help to establish the impact of organizddilers on traditional retailers.

The clusters on the basis of distance criteridnags/a below.

Table 1.2

Distance Criteria

Distance Kilometre Number

The nearest Upto 2.5 219
Around 2.6-5 181
Far away 5.1-12 75
Total 475

Primary data (Assistant commissioner of food aridtgaffice)

For selecting the requisite numberratiitional retailers from each cluster,
the researcher generate a list of such outletsercatchment area. This was done in
consultation with key informants and knowledgeatdtailers in the area and the
requisite sample was drawn from the list followthg systematic random sampling

procedure.

Table 1.3

Population of Traditional Retailers

Sample cities Number of traditional retailers
Kozhikode 2262
Trivandrum 3026
Kochi 8858
Total 14146

Primary data (Assistant commissioner of food aridtgaffice)

22




The sample size is selected based on the US NhtBacation Association

Statistical Table and Formula by Krejcie and Mor@b976).

The formula is

x2 NP (1-P)
S = d?(N-1) +x°(1-P)
S = Required sample size.
x2 = The table value of chi-square for 1 degree ekdom at the desired

confidence level(.10=2.71 .05=3.84 .01=6.641£1®.83).
= The population size.
P = The population proportion (assumed to Besibce this would provide the
maximum sample size).

d = The degree of accuracy expressed as a piap¢@05).
The Sample Size of Traditional Retailers
S = 3.84 x 14146 x (0.5) (1-0.5) / (0.05) (4811) + 3.84 (0.5) (1- 0.5)
= 13580.16/36.3225
= 373.877
Hence the sample size taken as 400 stores iratgeaf traditional retailers.
i) Sampling Design: Customers at Organized and Traditinal retail stores

To assess the impact of organized| igttares on customers, exit interviews
were conducted with the customers. Exit intervievese preferred over household
surveys as it is difficult to locate households wreve made purchases from the
sampled organized clusters (as the catchment's extends over a large area).
Moreover, there could be a poor or inaccurate ketahe actual incidence of
purchase occurred long before the date of thevieter In order to capture adequate
information about the products purchased and savimgde if any from purchasing

at organized retail stores, only customers who tspent at least Rs. 100/- at the
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organized retail stores in the present visit. As humber of customers visiting
traditional retail stores is not large, so the aesker selected every alternate
consumer visiting the store for making a purchasgit¢rs who do not make any
purchase, however, is not include in the sample).

The sample size is selected based on the US Matimhucation Association
Statistical Table and Formula by Krejcie and Mor@b976).

The whole kerala population taken as sample ptipunlgKerala Census
Report, 2011).

The Sample Size of Customers

S

3.84 x 33387677 x (0.5)(1-0.5) / (0.05) (33BB7-1) + 3.84 (0.5) (1-0.5)

32052170 /83470.15

383.99

Hence the sample size taken as 400 customers2d@.organized retail

customers and 200 traditional retail customers.
iv) Sampling Design: Organized Retail Stores

Only where an organized retail outletasated, could it impact the small,
traditional retail outlets. Thus, the next stagesefection in the study involved
sampling of organized retail stores. Accordinghis tstudy organized retailers are
chain stores that situated in each sample citiesed types of retail formats are
selected as sample. These are:-

> Discount stores
> Super market

> Hyper market

The following process was adopted for the samphfigorganized retail

stores:-
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1. The number of organized retailers by outletetyfpod and groceries) and
format category (discount stores/ supermarketséhyprkets) was obtained
from Assistant Commissioner of Food and Safetyd@ffrom each city.

2. Using information in step 1 above, the listoofanized retail outlets has
generated and prepare list of all the retail cloaitiets that situated in three
cities.

3. Researcher selected whole population for thiglys each of the chain

discount stores, hypermarkets, and supermarkets eosered.

Table 1.4

Organized retailers

Retail formats Kozhikode | Trivandrum Kochi Total
Hyper market 1 2 3 6
Super market 9 13 27 49
Discount stores 11 31 30 72

Total = 127

Primary data (Assistant commissioner of food aridtgaffice)
1.10.3 Tools/Instruments for Data Collection

The structured questionnaire was useth@sstrument for the collection of
primary data. Three saperate questionnaires preépéoe traditional retailers,
organized retailers and customers. Same questi@nnsed for both organized and

traditional retail customers, then only the reskearcan compare these two data’s.

1.10.4 Pilot study and Pre-test

For finalization of the scale, the pigtudy was done among 100 traditional
retailers, 30 organized retailers and 100 custonherthe case of 100 customers, 50
from traditional and 50 from organized retail sect®éhe questionnaire was also
cross-checked by the experts in the field like acadians; retail store managers,
retail association secretaries, surveyors and fugjgestions are incorporated within

it. After a pilot study, suitable modifications weerincorporated into the
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guestionnaire and thereafter the work of data cttia was started. The work of
data collection has started during January 2017 camdpleted in February 2018
covering a period of 14 months.

1.10.5 Reliability and Validity Testing
For the scale evaluation, reliability and validigting are generally applied.
A. Reliability Testing

Reliability testing is very essenfial the validation of the scale. A measure
is said to be reliable when it elicits the sameoase from the same person when
the measuring instrument is administered to thasqresuccessively in similar or
almost similar circumstances (Bajpai, 2011). Irstbtudy, the reliability of the

measurement scales was tested by using Crofil#dpha Reliability Coefficient.

Table 1.5

Result of the Reliability Analysis- Scale (Alpha)

Reliability Coefficients
N of Cases 50
N of Items 11
Cronbach Alpha .7123

B. Validity Testing

The validity of a measurement scale maethe ability of the measurement
scale to measure what it is supposed to measufpaiBa011). In this study, two

approaches of validity are tested. They are:
1. Content Validity

The researcher inquired about the é)Xpepinion regarding the validity of
the instrument. Henceforth, the researcher showesl duestionnaire to the

supervisor, senior professors, statistician, restore managers, retail consultants
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and the senior colleagues in the field of researuth ensures that all the questions
are relevant and suitable for fulfilling the resgaobjectives. The researcher also

made an attempt to confirm that the instrumentaiaet all the important items.
2. Face Validity

In the present study, the researcher made an @ttenconfirm whether the
instrument contained the important items to be mne@sto ensure face validity. The
panel of expert checked whether the instrument agpé& measure what it is

intended to measure.
C. Normality Testing

The normality of data is neededdst for applying probability statistical
tests in the study. It was tested by using One &aiK@B Test and found that the
result showed a non normal data, as the p valeekss than 0.05. Hence it is very
important to test the Skewness and Kurtosis to whether the deviation is
problematic. Skewness and Kurtosis values shoulthlibe range of + 2.58 and
+1.96 (Hair, Black, Babin, Anderson, & Tatham, 2D0OéHere, none of the values
are above this limit and hence univariate normalég be generally assumed. Hence
the researcher can do the parametric test assamogmal distribution.

D. Randomness Testing

The Run test is used to test the ramdss of data. The result shows that for
all the variables, the p values are above 0.05refboee the randomness of the data

is assumed.
E. Data Independence

hdependencmeans there isn't a connection between the data, th
assumption of independence means that the datacsnhected in any way. The
Durbin-Watson statistic should be between 1.5 aBddt independent observations
(Garson, 2012). In the present study Durbin-Waistlnes are in between the limits
prescribed, hence data independence present.
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1.10.6 The Tools used for the Analysis
The tools used for the analysis are briefly disedsbelow.
1. Mean, Percentage and Standard Deviation

The mean or average is used to dehgeéntral tendency of the data. It is a
measure of central tendency that attempts to deserset of data by identifying the
central position within that set of data. The stadddeviation is the most common
measure of variability, measuring the spread ofdaia set and the relationship of
the mean to the rest of the data.

2. One-Sample t Test

The One-Sample t test determines whethe sample mean is statistically
different from a known or hypothesized populatioeam. It is commonly used to
test the, statistical difference between a sammanand a known or hypothesised
value of the mean in the population and to testthgstical difference between the

sample mean and the sample midpoint of the te&hlar
3. Independent Sample t Test

The Independent Sample t test is a staldest for comparing the means of
two independent groups in order to determine whethere is any significant

difference between these groups.
4. One Way ANOVA

The One-way ANOVA stands for One-way Amses of Variance (ANOVA).
It is used to determine whether there is any sicgmitt difference among the means

of three or more independent groups.
5. Scheffe Post Hoc Test for Multiple Comparisa

Post hoc tests are designed for situaiionghich the researcher has already

obtained a significant difference among three oremadependent groups using
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ANOVA and to know the exact difference between ¢hgoups. Scheffe test is one

of the most popular, conservative and flexible radthof post hoc test.
6. Quartile Deviation

Quartile deviation is a slightly betteeasure of absolute dispersion. While
dividing the data into four equal parts, the fosiartile is the data point at the 25th
percentile, second different point is the secondriije@, which is same as median
and third such part is third quartile, the datanpat the 75th percentile.

7. Regression

Regression analysis is used to model thtioaship between a response

variable and one or more predictor variables.
8. Correlation Analysis

The correlation coefficient measures tregrde of association between
variables. The correlation could be positive orateg. When two variables move
in the same direction, their association is terrpeditive correlation. When they
move in the opposite direction, their associatiersaid to be negative or inverse
correlation (Krishnaswami &Ranganatham)

8. Structural Equation Modeling (SEM)

Structural Equation Modeling (SEM) isn@thodology for testing a network
of the relationship between variables. It testshyygothesised patterns of directional
and non directional relationships among a set gkoled and unobserved variables
(MacCallum & Austin, 2000). The analysis of the qgtitative data has been done
with the help of statistical software’s called SPISSand Warp PLS 4.0.

1.11 Limitations of the Study
The present study suffers from the following liatibns

» The focus of the study is impact on unorganizediless in cities in Kerala.

While this is based on the similarities in socied@omic profile of population in
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emerging cities, the regional biases and prefeseenweuld have certain

influences on the findings for other cities.

» As in the case of any study based on survey, tisear element of personal bias

as inferences are drawn based on the responsesidioers and retailers.

» The success of any retail format depends on tiaé rietail market strategy. The
study primarily focuses on consumer behaviourakeispand does not cover

other aspects like logistics and supply chainestwea etc.
1.12 Chapter Scheme
The report of the study has been presented imsevapters as shown below:
Chapter 1: Introduction

The first chapter deals with the introtion, research problem, significance
and scope of the study, objectives of the studppthesis, operations definition of
terms and concepts, methodology and database, moatenodel, limitations of the

study and the chapterisation of the study.
Chapter 2: Review of Literature

Chapter two covers the review of thevpus literature relating to growth of
organized retailers, impact of organized retailenstraditional retailers, survival
strategies adopted by traditional retailers andarners attitude towards organized
and traditional retailers. This chapter identifidt® research gap through these

literature reviews.

Chapter 3: Growth and Development of Retail Secter Global and Indian

Scenario

The third chapter makes a theoreticalroew of the concepts of changes in
retail market, impact of organized retailers owlitianal retailers, strategies adopted

by retailers and customers purchase behavior.
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Chapter 4: Impact of Organized Retailers on Traditonal Retailers

Chapter four gives a detailed analysisngbact of organized retailers and
survival strategies adopted by traditional retsildt also covers the demographic

profile of the traditional retailers.
Chapter 5: Food and Grocery Organized Retailers

This chapter demonstrates the comprehensive agsabfsthe promotional
strategies adopted by the organized retailerdsdt provides the information about
the demographic and behavioural factors of orgahie&ail customers.

Chapter 6: Customers of Organized and Traditional Fetail Stores - A

Comparative Study

This chapter gives a detailed analysisthif purchase behaviour of both
organized and traditional customer’s. It also cevehe demographic and

behavioural factors of customers.
Chapter 7: Findings, Conclusions and Implications

The last chapter presents the summarythef whole study, findings,

conclusions and the implications. It also provittesscope for further studies.
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India’s retail market is expected to increase Byp6ér cent to reach US$ 1.1
trillion by 2020, on the back of factors like rigimcomes and lifestyle changes by
middle class and increased digital connectivity.il/khe overall retail market is
expected to grow at 12 per cent per annum, modade tvould expand twice as fast
at 20 per cent per annum and traditional tradeCapdr cent (IBEF, 2017). The
objective of the study according to the researehty know the impact of organized
retailers on traditional retailers with specialereince to food and grocery sector in

Indian market.

A literature review is a description of the literst relevant to a particular
field or topic. This is often written as part of thesis proposal, or at the
commencement of a thesis. A critical literatureieewvis a critical assessment of the
relevant literature. Literature‘covers everythirgdevant that is written on a topic:
books, journal articles, newspaper articles, hisabrrecords, government reports,
theses and dissertations, etc. The important werdeievant'. A literature review
gives an overview of the field of inquiry: what halseady been said on the topic, by
the key writers. It also gives an idea about thevailing theories and hypotheses.
The review also specifies what questions are baskgd, and what methodologies
and methods are appropriate and useful. A critidatature review shows how
prevailing ideas fit into the thesis and how thesib agrees or differs from them

(Vijaya Jacquiline, 2012)

The researcher, in order to have a convenienystad better understanding

of the facts, has classified literature review urttie following heads:

. Changing trends in retailing

. Impact of organized retailers on traditional resesl

. Custoumer attitude towards organized and traditicgtailing.
. Strategies adopted by organized and traditionalless.

The literature review covers the concepts in il fof retail business in

India, and it also gives a snapshot of the retasifess on the global level.
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2.1 Changing Trends in Retailing

Goldman (1974),in his study tried to understand about the growftharge
food stores in developing countries. He observed, tim a century retailing has
taken many formats. This is especially true for fitad retailing business. Formats
such as Convenience stores, Department stores, ridgpeets, Supermarkets,
Specialty stores, Wholesale clubs, Discount stagtes, have sprung up in the last
half of the 20th century to make use of the growdiegnand for one-stop shopping

solutions.

Sellers (1990); Smith (1989); Parikh (2006 observed that the retail
environment today is changing more rapidly tharr déaefore and is characterized
by intensifying competition and more sophisticated demanding customers who

have great expectations related to their consumgtiperiences.

Caffey Andrew (1997)his study entitled “Opportunity Knocks”.The result
of the study indicates that an independent retaileccount for nearly 80 percent of
total retail establishments and firms generate Jusércent of total U.S. store sales.
This study also observed that high number of inddpst retailers is associated with
the ease of entry into the marketplace, owing to kapital requirement and
relatively simple licensing procedures. The easentfy into retailing is reflected in
the low market shares of the leading firms in mgopds /service categories as a
percentage of total category sales.

Arnold (1998) studied the effects of large format retailers onakler
communities. The research stated that the entriyleja- retail chains has both
positive and negative impacts on communities. & reisearch he found that the

market entry of large format retailer caused:

Offered consumer benefits.
Had varying appeals to different demographicrsags.
Increased sales and market share growth.

e AN

Offered economic growth.
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5. Caused growth and decline in various commesaators in the down town
business core.

Result in economic decline in nearby retgk

Change the mix of jobs.

Disrupted market efficiency, and

© © N o

Increased environmental pollution.

Fernandes et al (2000ppined that modernisation in retail formats ihk
to happen quicker in categories like Dry groceriesgectronics, Mens’
apparel,Books, Music. Some reshaping and adaptatipralso happen in Fresh

groceries, Women'’s apparel, fast food, and persoaral products.

Aggarwal (2000) studied about current issues in Indian retailithte
observed that Indian retailing is undergoing a gsscof evolution and is poised to
undergo dramatic transformation. The retail seetaploys over 8% of the national
workforce but is characterized by a high degrefagimentation with over 5 million
outlets, 96% of retailers are very small with ageaof less than 50 square feet.

Sarma (2000)entitled “Some issues in retail management indhdhis
study observed that, because of their small sizéiah retailers have very little
bargaining power with manufacturers and performyoalfew of the flows in

marketing channels unlike in the case of retailedeveloped countries.

Venugopal (2001)examine the marketing channel management. Thdy stu
mainly focused on customer centric approach. Thalref this study revealed that
the retail universe more than doubled between ¥81996 and the number of
outlets per 1000 people at an all India level, éased from 3.7 in 1978 to 5.6 in
1996. For the urban sector alone, the shop deimsitgased from 4 per 1000 people
in 1978 to 7.6 per 1000 people in 1996.

Anand & Rajashekhar (2001)observed that formats are not easily scalable
across the country. Several companies have fouadiths not easy to expand
beyond some regions and cities as evident fronexaenples of Margin Free Market

and Foodworld, which are active only in a few staiecities. Affordable real estate
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prices and availability of sufficient number of eomically well off households in
the catchment area are critical requirements thiatdetermine new store viability

and thus the possibility of further expansion.

Rosemary Varley (2001)the author has tried to examine the retail product
management. The author observed that Marketingiigdnizations should not only
give customers what they need, but should alsotifgeand anticipate customer
requirements. Retailers have seized the opportuaigstablish close relationships
with customers and gain a deep understanding oir therchasing habits,
manifesting their authority in the development wbsg retail brand identities. The
study also found that the internet and other fooindirect marketing have offered
opportunities for producers to fight back and stgsghat it is the retailers who have
the greater opportunity to build on their existikigowledge and experience with

consumers and use new marketing channels to tiheansage.

Office of Small and Medium Enterprises Promotion ((3dMEP) (2002)
studied about small and medium enterprises in @hdillhis study observed that the
ratio of private consumption compared to Gross DsiioeéProduct (GDP) in 1988
prices was 54.49%. This was a high rate, whichusial to change in the GDP and
country’s total economic growth. Therefore, a diretio of wholesale and retail
business to GDP in 2002 was 14.93% which was tleensk highest after the

industrial manufacturing sector in terms of empleyinopportunity.

Ramaswamy & Namakumari (2002)analyzing the factors affecting spread
of retail chains in India, in their book ‘Retaildlagement’ has tried to explain the
stressed that in recent years, there has beemwasgpi@ad of retail chains in some
formats like supermarkets, department stores, nall$ discount stores. Factors
facilitating the spread of chains are the availgbibf quality products at lower
prices, improved shopping standards, convenienpmhg, display, blending of
shopping with entertainment and the entry of indalsthouses like Goenkas,

Rahejas, Piramals and Tatas into retailing.

Byrom et al. (2003) entitled “Strategic Alternatives for Small Retail
Businesses in Rural-areas”. According to this studprovement in information
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processing and telecommunications have made mbgorges in most industries. In
addition, as consumers are exposed to more chologalty has become less
important than it was; a slightly better deal onp®rary shortage of stock can easily
result in the loss of customers. Competitors a&o change rapidly, with new ones

appearing from outside the country.

David Gilbert (2003), one of the noted authorities who in his booletitl
“Retail Marketing Management” has identified thesens of growth of modern
retailing. According to him more than any othedustry, retail sector witnessing
the emergence of new forms of retailing and becgmmore segmented with
reforms focusing on the needs of particular consusegment. The result of this is
the development of more consumer friendly enviromiyide author has tried to
emphasize on two facts: First, retailing has becam®ajor avenue of growth & the
increase in the retail operations has changed #mkahdimensions. Second thing,

there is an impact of E-retailing which attractasiderable attention.

ACNielsen Report (2003) in this report made an attempt to examine the
development of private enterprise in the peoplepublic of China. According to
this study retail structure of Asia has shown tfat all the South-East Asian
countries that have allowed the multinational tethains to operate (China, South
Korea, Malaysia, Singapore, Taiwan and Thailand.ghowth in the number of
supermarkets have been invariably accompanied bygnaomitant decline in the
number of traditional grocery stores. China is mft#éed as an example where FDI
in retail has generated a large number of new joldke 1990s. It is important to
note in this regard that substantial deregulatibforeign investment in retail trade

in China took place only in 2004.

Mulky & Nargundkar (2003) tried to examine the modernization in Indian
retailing.The result of this study revealed thaasdd on an analysis of retall
developments in countries such as Thailand, Br&z#ece and India, it is possible
to conclude that modernization of retailing in mdivould be influenced by some
important factors. These factors include econong@eetbpment; improvements in

civic situation; changes in consumer needs; aggudnd behavior; changes in

37



government policies; increased investment in regiland rise in the power of

organized retail.

Radhakrishnan (2003)gave an overview on organized retailing. This gtud
observed that modern stores tend to be largely oaore stock keeping units have a
self service format and an experiential ambienced®&in formats also tend to have
higher levels of sales per unit of space, stockduer and gross margin but lower

levels of net margin as compared to traditionainfats.

Sinha and Kar (2004)investigated modern retail developments and growth
of modern formats in the country. This study highted that the Indian retail sector
is going through a transformation and this emergmgrket is witnessing a
significant change in its growth and investmenttggat The study revealed that
currently two popular formats — Hypermarkets angge3markets are growing very
fast. They emphasized that consumer dynamics iia iscchanging and the retailers
need to take note of this and formulate their sgias and tactics to deliver value to

the consumer.

Sinha& Banerjee (2004)the author has tried to examine the store choice
behavior in an evolving market. The result of stisdy revealed that sustained GDP
growth rate in the last 10 years has already adeatdase of over 30 million
consumers. Current economic indicators seem fale@@id GDP growth rate of 6-
7% can be maintained, 60 million affluent consulmase is possible by 2010. Now
with the Government considering to open the For&gect Investments (FDIS) in
retail sector, the entry of multi-national retdiains would change the entire retalil

scenario of the country.

Sinha P.K, Methew E and Kansal (2005ktudied about format choice of
food and grocery retailers.They opined that hypeketa have emerged as the
biggest crowd pullers due to the fact that regtégeat purchases are a norm at such
outlets. Hypermarkets not only offer consumers iiest extensive merchandise
mix, product and brand choices under one roof,dism create superior value for

money advantages of hypermarket shopping.
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KPMG (2005) along withFICCI conducted a survey of CEOs of twenty
leading retail organizations in India to gain at&einsight into the retail sector. The
report highlighted that the last few years havenessed an explosion of organized
retail formats like Supermarkets and Hypermarket8agmented traditional Indian
retail market. The study highlighted that in ordertap this growth opportunity,
Indian retail organizations need to be prepared doiquick scale up across
dimensions of people, processes, and technologgdition to identifying the right
formats and value proposition for the Indian consurithe findings of retail survey
indicated that the Specialty format and Supermaidmhat have the most potential

for growth in India followed by Hypermarkets.

SrivastavaRuchi (2005), gave an overview on the retail sector in India.
According to this study, India as the most attrectretail market today with
abundance of opportunities. The Indian retail miarkgrowing with a rapid pace of
about 25-30%.

Reardon & Hopkins ( 2006); Reardon & Berdegue ( 200 observed that
the arrival of modern retail in developing courdrieccurred in three successive
waves.The first wave took place in the early to44®®0s in South America, East
Asia, outside China, North-Central Europe and SoAthca.The second wave
happened during the mid to late 1990s in Mexicataé America, Southeast Asian
countries, Southern-Central Europe.The third waagab in the late 1990s and early
2000s in parts of Africa, some countries in Cenémnadl South America, Southeast

Asia, China, India, and Russia.

Cadilet al. (2006)in their study tried to understand about vegetable
Supply Chains. This research was conducted in ¥mtihis study reports that
higher prices offered by supermarkets were offsef thb extra costs incurred
by farmers  to supply to them. In most cases, supeets still sourced  from

medium and large suppliers.

Barry Berman and Joel Evans (2006)have offered a different kind of
approach to the present system of retailing. Thiaomuobserve that a strategic
approach is basically related with understanding mharketing phenomenon of
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retailing, the changes brought in due to competitinongst retailers in terms of
marketing, distribution, as well as promotional gtiges.The authors have noticed
that the non-traditional retailing especially Welbor8s, or Electronic Retall
Channels are becoming more profitable and popwdaailse of changing tastes and
styles of buyers, because of liking of the new anukrging trend of Electronic

medium.

Rajendra Nargundkar (2006) describes that the retailing scenario evolves
in India; there are so many changes in the typetail stores, their sizes and
competitive strategies. The concept of discountestan just catching on. He also
analyses the process of modernisation in the Indeail sector, and makes a
prognosis about the likely pattern of future depetent of retailing in India and

derives implications for practices and policy.

R.Sudarshan (2007),in his book ‘Retail Management’ have rightly
concentrated on understanding dramatic transfoomati Indian retail sector. As
per this study, traditional formats of retailingeanow co-existing with modern
formats like supermarkets and non-store retailihgnoels, such as multi-level
marketing and teleshopping. The structure of Isdiatail sector has an enormous
influence on marketing strategy and marketing & of firms. The Indian retail
sector has arrived at a very critical stage. Storesodern formats have emerged in
the metropolitan cities, but the bulk of the retsdles still take place through

traditional retail formats.

Barry Berman & Joel R Evans (2007)gave an overview on the impact of
Retailing on the economy. According to them aniui&. retail store sales exceed
$4 trillion- representing one-third of the totaloeomy. This study observed that
telephone and mail-order sales by non store resailending machines, direct
selling, and Web generate hundreds of billions olflags in addition to yearly
revenues, and apart from this the other servicke personal consumption
expenditures on financial, medical, legal, educetietc account for another several

hundred billion dollars in annual retail revenues.
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S.L. Gupta (2007) in his book ‘Retail Management: An Indian Persjpec
Test and Cases’ has tried to identify differenteasp of retail marketing as it is
going in Indian context. According to the authamdian markets are witnessing
revolution, since the liberalization of the econothwere has been a tremendous
growth in the variety of services and also in tlieim and context in which they are
offered to Indian consumers. Internet penetratiold aggressive marketing
strategies of the retail sector, the services lchamged the entire spectrum of retail.
But within, retail sector has certain crucial camsg particularly the security, legal
and official issues, controlled entry regulatioets. Global retail players have made

it clear that they want to enter this industry.

‘Retail Management: Principles and Practices’ boakitten by R.
Sudarshan, S. Prakash & M. Sharma (2007)This book basically deals with the
implications of retail management in India. Theusture of India's retail sector has
an enormous influence on marketing strategy andketiag activities of firms. The
Indian retail sector has arrived at a very critgtalge. Stores in modern formats have
emerged in the metropolitan cities, but the bulkh# retail sales still take place
through traditional retail formats. The developmehimodern retailing is of great

interest to marketing scholars, practitioners, polity makers.

Arshad et al. (2007) studied about the issues in Retailing. The main
objective of this study has been to deliberate uffum retailing issues and to
examine the prospects of organized retailing inandhe authors are of the view
that the joint venture between Bharti and Wal-Mdrall prove to be turning point
for the Indian retail industry. Moreover 47% of lad population is under the age
of 20 and this will increase to 55% by 2015 ands thoung population will
immensely contribute to the growth of the retaittee in the country. Organized
retail has a huge scope because of the vast mamklethe growing awareness of the
consumers about product, quality and service. Atingrto this study the dynamics
of the demography, double income, urbanization emtérnet revolution are the

factors contributing to retail growth in India.
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Gupta (2007) entitled “retailing in India and the role of thearketing
mix”. This study reveals that the retail sector afcountry reflects its socio-
demographic characteristics. As per the stutlgre are a number of elements
that characterize the retail industry in India #meke are as follows:

. It is a people-centric industry.

. A highly service-oriented sector.

. Demand drivers are more location specific.

. Dissatisfying factors may be minor but with\ggaconsequences.

. With growing competition, margins have shrumaddically but expenses

have spiralled.
. When there is a holiday or festival for the gah@ublic it is peak time for

retailers.

Bhardwaj & Makkar (2007), their study entitled “retail revolution-
emerging challenges and issues”. The researchef the view that secondary
metros are perceived by retailers as the next eatinations, which throw a strong
challenge to Mumbai and NCR Region. Pune, Bangakotkata, Hyderabad and
Ahmadabad all have significant mall development arallikely to account for one-
third of India’s organized retail sector. Retailéx@ve seen a notable shift from a

“saving” to “spending” mindset of consumers.

Shukla (2007)gave an overview about Indian retailing. Resulthad study
revealed that favorable demographic and psychograjtanges relating to India’s
consumer class, international exposure, availgbibf products and brands
communication are some of the factors that areirdyithe retail in India.
Franchising is emerging as the preferred option dimbal retailers. The study
suggests India will have to arrive at its uniquefats of retailing in order to tap the
market and this requires significant capital, tebgy and the best practices to

bridge the existing productivity gaps, which argéical to the sector’s success.

Bhardwaj et al. (2007) studied about emerging challenges and issues in
retail sector in India.This study indicated that tirganized retail industry will mean
thousands of new jobs, increasing income levelravgd standard of living, better
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products, better shopping experience etc.Consuhaes multiple options to choose
- ranging from the shopkeeper to the most sophitgtt supermarkets, departmental
stores, plazas and malls which provide the latedtietter quality products. All this
has made India the top spot among the favored desiination.

Sreejith and Raj (2007)studied about organized retail market boom and the
indian society.They opined that the organized kegment is growing at the rate of
25-30 per cent per annum, revenues from the saotoexpected to triple from the
current US$ 7.7 billion to US$ 24 billion by 201A8damaking it among the fastest
growing industries in the country.

The Deloitte-Stores (2007¥tudy held, which opines that the retail business
would slow down definitely over the next decadedaveloped countries, while it
would grow strongly in developing countries. Thesbiased on a projection of some
significant changes that will occur. First, the plapion in the age-group 50-70
years and above in the developed world will explatigfting the share of consumer
spending further away from goods towards servisash as travel, healthcare and

maintenance of the elderly.

Tapan &K.Panda (2007), in their book ‘marketing management’ have
rightly concentrated on understanding various typkesetail formats seen in the
Indian retail environment. The growth in retail pgwand influences has originated
from the concentration of trade into the hands efer, large enterprises. The
change in retail industry is due to various factbke liberalization, change in

regulation, globalization and consumer preferences.

Alam G. and D. Verma (2007) studied about connecting smadtale
farmers with dynamic markets. This study focused uccessful supply
chain in Uttarakhand. This study observed that fhesh fruit and vegetable
retail chains in India have confirmed relative aatages for farmers connected with
organized retail. For example, retail chaontracted farmers receive comparatively

higher prices higher net profits and also had lawnansaction costs.
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Aggarwal (2008) his study entitled “The era of retail revolution:
contribution to economy in management and techrnylobhis study throws light
on multiple effects which retail is going to have the Indian economy. The
catalytic or multiple effects of retail on the ladi economy are: employment
generation; development of small scale units; gnowat real estate; increase in
disposable income and development of retail amgillaarket etc. The author also
observes that the growth of retail industry frone ttmost prevalent unorganized
sector to an upcoming organized retail has givaeva name to the Indian economy

and the name is ‘Experience Economy’.

Sengupta (2008)captured the history of the evolution of moderndand
grocery retail in India. He focused on the timeiqefrom 1971 to 2001. The study
found that emergence of modern retail in India @$ just a result of increasing
consumer buying power but manufacturers and unagdrretailers also have an
important role to play in this process at the mdek@l. The study emphasized that
at the micro-level, the trigger for growth of orgesd retail come from diverse
angles like entrepreneurial desire to provide bedgrvice to consumers, social
desire to provide relief to the masses in the foffower prices, desire to capitalize
on emerging business opportunities provided byctt@nging business environment

etc.

Halepete et al. (2008¥tudied about Wal-Mart in India. The main objective
of this study was to explore the challenges that-M&t might face as it expands
into the Indian retail market. Wal-Mart’s failures Germany and South Korea are
analyzed to identify the lessons that can be leafreen these failures so that these
lessons can be put to good use in the Indian mafket results of the study show
that the main reason for Wal-Mart’s failure in Gamg and South Korea are the
cultural differences between consumers, lack oeustdnding of the consumer, high
cost of real-estate and aggressive competitionTéte. biggest challenge for Wal-
Mart in India is the competition from organized amabrganized sector, different
customers’ mindsets, value-conscious shopperslats.significant challenge needs

to be well-understood and suitably addressed focess in the Indian market.
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Kuruvilla and Ganguli (2008), their study tries to understand the growth of
mall development in India driven by the organizethil sector. All development is
expected to grow at a frantic pace in metros andi mietros. The basic reason
behind the growth of malls is that it offers an es@nce and not just goods.

Mishra (2008) studied about the new retail models in India. it help of
Porter's five force analysis of organized retaitlustry, the study analyzed that
competitive rivalry and bargaining power of buyare moderate, on the other hand
the threat of new entrants, bargaining power opsegs and the threat of substitutes

are low in the Indian retail industry.

The report byCygnus India (2008)gave an overview about retail sector in
India. The retail sector in India is witnessing agé revamping exercise as
traditional markets make way for new formats such Repartment stores,
Hypermarkets, Supermarkets, and Specialty stores.ré&port stated that the retail
sector in India is at an inflexion point where tirewth of organized retailing and
growth in the consumption by the Indian populatisngoing to take a steep

trajectory.

Srivastava (2008)shared his observation about the changing retaiesn
India. According to this study the increase in tluenber of retail chains across the
country is an indication that organized retailisgemerging as an industry and will
boom in a big way in the near future. Malls compiag 90% of the total future retail
development. A significant trend in the markeths tevelopment of a combination

of retail and entertainment centers.

Arshad et al (2008)is highlighting the prospects of retailing in ladpined
that 47% of India’s population is under the ag@®@fand this will further increase to
55% by 2015 and this young population will immegsabntribute to the growth of
the retail sector in the country. According to teiady growing middle class, large
number of earning youth customers, increase in dipgn and improvement in
infrastructure, liberalization of Indian economydaimdia’s booming economy are

the various opportunities for organized retailingndia.
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Hino (2010), Kaur et al. (2007) and CIlI (2008)all these studies are aimed
to investigate the antecedents of supermarket fsrnadoption and usage .This
studies mainly focused on non-western customers r&sults revealed that that the
growing middle class, large number of earning yoatlstomers, increase in
spending, and improvement in infrastructured diberalization of the Indian
economy offer tremendous opportunities for orgathizeetailing in India.
Accordingly, six emerging retail formats viz. mallspeciality stores, convenience
stores, discount stores, hyper/supermarkets anartegntal stores have been taken

up for the analysis.

Nair Suja (2008)in her book ‘Retail Management‘has tried to expltie
growth of retailing in Indian context especially the context of new economic
policy, global economic development, changes in nh&rketing and economic
system as well as changing pattern and classiiicatif economic activity.The
author has tried to stress that there is a sigmificeffect of liberalization and
privatization policies on development of retail rf@t. According to the author,
retailing has come to occupy a prominent positiotoday‘'s modern society. The
profile of today‘s customer can be easily describgdn affluent one with a higher
and most disposable income, frequent visits & makésnger and investment and

time to explore a detailed shopping experience.

According to report on ‘Grocery Retailing in Asiaad¥ic’ by KPMG
(2009) the outlook of retail industry in Asia had neveen more promising. This
report observed that world’s largest retailers jastling not only to gain but to
preserve market share in the competitive landsc@pes. is especially true in the
grocery sector, where maintaining differentiatisraiconstant challenge. The report
found that there are significant opportunities the retailers, and whether this
growth is achieved organically, or by acquisitigmnt venture or strategic alliance,
thorough commercial and market analysis will beicai to help ensure that the

strategy fits the business objectives and custoreeds.

KPMG India (2009) identified the changing contour of retail industry

India and highlighted the drivers which will likelyp have impact across retalil
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categories. The report featured several signifid@velopments for the Indian retail
industry, including the entry of many global plagegrowing acceptance of the
modern formats, the success of many specialityll resemats, and the growing
competition in the regional markets beyond the aseéind Tier | cities.

Minten, Reardon and Sutradhar (2009)conducted a detailed case study of
modern retail in Delhi, emphasized that modernilretashown to emerge quickly,
offering more labelled and branded food producits more choice than traditional
markets. The authors highlighted that modern r&taak its mere incipience in India
selling basic foods mostly at the same or lowecqwithan traditional retail and

might thus become an important contributor to immeburban food security.

According to India Retail Report (2009), liberalization of the Indian
economy and rationalization of business procedhsge already ensured a high
economic growth for the manufacturing and retaikegtors. This report is based on
the information received from various stakeholdersthe retail industry and it
explores the factors affecting the growth of retséictors and focuses on the
opportunities in Indian retail. According to thisport, Healthy investment climate,
retail revolution, retail market segments, growirshopping centres, malls,
supermarkets and departmental stores are the raajars that have earned India
the top spot among the favoured retail destinations

Rajan Saxsena (20093tudied about Indian retail market. Accordinghst
study the Indian consumer has more disposable iac@rupwardly mobile, more
informed and has access to multiple television oblnand the Internet at home.
The consumer is also sound and is not dogmati@arfiolower of any taboo. Thus,
the most significant drivers of change are theseconomic profile of the Indian
market, intensive competition, and continuous dgwmelents in information and

communication technology.

A study conducted bysatish and Raju (2010)points out that the retail
sector is at an inflexion point where the growttogjanized retailing and growth in

the consumption by the Indian population will takéigher growth trajectory. The
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study throws light on the major Indian retailersiethcontribute highly to the retalil

sector in India.

‘Retail Management’ is written b$.K.Baral and S.C.Bihari (2010), the
authors are trying to examine the new changestail ra India. This study said that
dramatic changes have taken place since last twadde on account of retailing.
Indian and global environment displays the movirends of retailing and it will

become a large industry in near future.

Singh and Singla (2010jhe authors are trying to examine about fresh food
retail chains in India. This study mainly focusedn osmall primary
vegetable producers and traditional f & v retailefiis study revealed that retall
chains have raised quality consciousness amongefarimtroduced grading (in pri
mary processing) and have helped in @gting through extension and training on i

nput use for better yield.

Abdul Kamal Mohideen (2011)observed that development of mega malls
has been India is adding new dimensions to the bupmetail sector. There is
significant development in retail landscape notyanl the metros but also in the

smaller cities.

Arun Kr. Singh & P.K. Agarwal (2012) in their study made an attempt to
examine the foreign direct investment in India. Apart of the economic
liberalization process set in place by the IndattRolicy of 1991, the Indian

government has opened the retail sector to FDIlgltwough a series of steps:

1995: World Trade Organization’'s General Agreement Trade in Services,

Which includes both wholesale and retailing sesvicame into effect.

1997: FDI in cash and carry (wholesale) with 100&hts allowed under the

government approval route.

2006: FDI in cash and carry (wholesale) brouglteurthe automatic route. Up to
51 percent investment in a single-brand retailetygermitted.

2011: 100% FDI in single brand retail permitted.
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The Indian government removed the 51 percent adpld into single-brand
retail outlets in December 2011, and opened th&ebdully to foreign investors by
permitting 100 percent foreign investment in thisea

Sameer Ahmad Shalla & Manmeet Singh Mehta (2013)n their study
tried to understand the impact of Foreign Direatetment on unorganized retail
sector. This study observed that the gigantic Iretalwarts from abroad like Wal-
Mart, Carrefour etc. with their huge capital base dechnical know, unorganized
retail outlets in India are feared to be hit veadly. The implementation of WTO
recommendations at macro level since 1991 hasdetie¢ development of Malls
across length and breadth of the country. The tedecision, however, is likely to

create a different set of imperatives for retadustry in India.
2.2Impact of Organized Retailing on Traditional Retailing

Beaumont (1994) observes that the opening of mega retailers in a
community has the potential to impact on existingaber merchants. Researcher
found that modern retailers effect on the tradaloretail business in terms of
changes in sales volume. The traditional retaibdi@nge their business in terms of
competitive strategies i.e. reduction in numbeemployees due to a fall off in sales
in the business, changes in marketing practicasjngr product mix and store
positioning, location of outlet and recognition aistomer service are central to

survival.

Archer and Taylor (1994) argue that small retailers can survive in the
shadow of the retail giants. The levels of custos@wice that the mega retailers
provide cannot be possible by the small tradersumez their small size limits their
abilities. Specifically, the mega retailers by wgsimell documented retailing
practices such as solving customers’ problemstitiggacustomers with respect,
connecting with customers’ emotions, setting theeg price and saving customers’

time, can achieve survival and success in theinlesses.

Feeny et al. (1996pave an overview about retailing in Thailand. Arcliiog
to this study, in Thailand, there has been a f@didbf having independently owned
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outlets called shop houses.These outlets were yuarbilies with the shop located
on the ground floor and the families living in gueas on upper floors. This study
observed that Thai shopping habits and spending stithsattained to traditional
shop houses.

The similar views proposed #rnold et al (1998)with reference to Wal-
Mart discount departmental stores in United StafeAmerica, that the impact on
the other retail stores is high and many of whiakehat the disappearing stage. The
traditional retail sector face increased pressuwenfthe organized retailers, super
stores. Further as the economy and society hasgebarso have retailers and

shopping habits of consumers also altered enormousl

Shils and Taylor (1999)identified both social and economic effects of meg
retail chains. The social effects are the physacal social decline of neighborhoods
as retailers fail to survive, noting profound chesign joblessness and socialization.
The most serious economic effects include retasules as the traditional retailers
fail to compete with the consequent loss of jolduding the employment of the
owners themselves and reduced number of employeshb; are caused by the
presence of mega retailers shifting activities frgarious geographic traditional

retail clusters.

Sukin (2001) entitled the work “Superstore: A 'Long Nightmater
Grocers”.This study conducted in Thailand.This papbserved that only big
companies have the resources to upgrade themskelvasticipation of the full
impact of the rapidly changing business environméh¢dium-sized and small
traditional family owned shops are gradually dissgmg in Thailand, as they
cannot cope with competition from multiple retaslechanging customer tastes and
financial difficulties. This study also observediththe replacement of traditional
forms of retail trade with hyper markets can sthif allocation of trade circulating
money at the local level so that a large amourit gb to a few big retailers owned

by foreign-owned multinational companies .

Nathan (2001) studied about store based retailing. He obserhatl the
traditional formats like hawkers, grocers and pa@ops co exist with modern
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formats like supermarkets. Example of modern fosmatlude department stores
like Akbarallys, supermarkets like Food World, fchise stores like Van Heusen
and Lee, discount stores like Subhiksha, shop-opshfactory outlets and service

retailers.

Poviah and Shirali (2001)observe that, shopping malls have not been able
to eat in to the business of Kirana shops.Whilehtbese wife might pick up her
shampoo at a shopping mall, she continues to uséobal cart pusher for daily
needs such as fresh vegetables.In fact, so farnaegh Indian retailing has
enveloped only the middle section (self esteemasagcognition) of Maslow's
pyramid.

Broad bridge and Calderwood (2002)studied about rural grocery stores.
The central question examined in this study isrutal grocery shopper’s attitudes
reflect their actions. This study emphasized thain age of increasing competition
from large scale organized grocery retailers, loshbps need to have the
commitment and willingness to cater for the locamenunity for survival, which

means focusing attention more closely on locabesgis wants and needs.

Siamwalla & Poapongsakorn (2003),jn their study made an attempt to
examine the impact of large scale multinationalpooation retailers on traditional
retailers. The result of the study indicate thébut 30-35% of total retail space was
controlled by major chains including Tesco Lotugsi€four, Big C and Makro, up
from 10% to 20% five years ago. The number of smgalktery stores, meanwhile,

has been steadily declining by 10-20% per year.

Kalippa Kalirajan (2003), in his study investigated the impact of
globalization on employment and poverty reductionindia. The analysis in this
study show that small and traditional retailersresped a significant amount of
dissatisfaction towards the growth of corporatailielg and the emergence of big
shopping malls which in their views are contribgtimegatively to their survival due
to the decline of customers and profits. Nevergléhrough a proper economic
policy framework, which would promote economic weitiéés between corporate
retailers and small retailers (for example in thenf of sub contracting of certain
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activities such as packaging and delivery of gomdsonsumers), the survival of

small and traditional retailers, may not be affdaeversely.

Sobal and Dean (2006)the central question examined in this study & h
Wal-mart buried mom and pop. The result of thiglgtsuggest that the rapid spread
of Wal-Mart stores has had no statistically sigmaifit long-run impact on the overall
size and profitability of the small business sedtothe United States. They use
Schumpeter's' theory on “creative destruction"Xplan that there are inventions,
such as for example the emergence of a Wal-ManteSthat result in business
failure in certain sectors, but despite these ffafduyield net gains because of the
positive impacts on economic activity in other sest For example, a small

traditional shop is converted into an art galleryhe office of a travel agent.

Anuradha Kalhan (2007) studied about impact of malls on small shops and
hawkers in Mumbai. This study points to a declinesales of groceries, fruits and
vegetables, processed foods, garments, shoesroeiecend electrical goods in
these retails outlets, ultimately threatening 5024hem with closure or a major
decline in business. Only 14% of the small shomsleawkers have so far been able
to respond to the competitive threat of the malih whe institution of fresh sales

promaotion initiatives.

KPMG (2007) observe that overall situation in Asia for groceeyailing
indicates shrinkage in the traditional grocery salgh South Korea witnessing a 13
percent decline in small retailers between 1996426fbng Kong facing a decline in
market share of traditional grocery channels byp@icent between 1994 and 2004,
Singapore witnessing a fall of 8 per cent betwe@dR2and 2003 in the proportion of
households spending bulk of their grocery mondyaalitional shops, Japan facing a
decline in contribution of small and independensibasses to the grocery retail
market to the tune of 7 per cent between 1998 &d,2China having traditional
style markets contributing to only 68 per cent obagry sales in 2004, and
Indonesia facing a shrinkage in traditional retailéncluding wet markets, roadside

stalls and independent grocers.

52



Vijayraghavan and Ramsurya (2007)the study is aimed to investigate the
impact of organized retail on traditional one. Thisidy observed that although
traditional retail currently constitutes over 95%t the total sales in the country,
smaller retailers that are unable to compete watlr age retailers in terms at variety

and scale , have began losing volume is severtd pathe country.

Daniel Suryadarama, Adri Poesoro, Sri Budiyati, Akhmadi and
Menthisa Rosfadhila (2007)the study measures the impact of supermarkets on
traditional retailers quantitatively using diffecss- indifference and econometric
method as well as qualitatively using in depthmvitavs. The quantitative methods
find no statistically significant impact on earnsngnd profits but a statistically
significant impact of supermarkets on the numbereoiployees in traditional
markets.The qualitative findings suggest that thelide in traditional markets in
mostly causes by internal problems from which sonaekets benefit. Therefore
ensuring the sustainability of traditional marketsuld require an overhand at the
traditional market management system, enabling tttenompete with and survive

alongside supermarkets.

According to Euro Monitor Survey (2008), there are large varieties of
retailed operating in the Indian food retail indysand it is highly fragmented. This
study observed that greater number of higher incoméians prefers to
supermarkets. Rivalry is forecast to increasesifex@pected, Indians market becomes
more penetrated by the major western retailersr&lyeivalry in the Indian food
retail industry is assessed as strong.The studyldvfarce on the study area-
Banglore city to assess if the growth of the orgedioutlets have had an impact on

consumers and the traditional retailers.

Mathew Joseph (2008)in this a report made an attempt to examine the
impact of organized retailing on traditional secfbhnis study observed that decline
in traditional retailer's volume of business anafjirin the initial years after the
entry of large organized retailers. Accordinght tstudy there was no evidence of
a decline in overall employment in the traditiomatailers after the arrival of

organized retailers. There is some decline in eympént in the north and west
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region which, however, also weakens over time. fidie of closure of traditional
retail shops in gross terms is found to be 4.2%apeum which is much lower than

the international rate of closure at smaller busses.

Sujana Krishnamoorthy(2008), the author has tried to examine the impact
of organized retailing on the traditional sectorsTstudy revealed that developing
economies, specifically India, are appearing orvtbdd retail industry radar due to
the size and potential of their markets. Accordiagthis study ,organized retalil
presents enormous business opportunities, big naogs as Reliance, Birlas and
Tatas along with the foreign supermarket chains gartnership with Indian
companies), have been making an entry into thiosdéearing loss of business and
employment, traders and hawkers have held large-gratests in various parts of

the country.

.V Ramanathan (2009) Studied about survival strategies adopted by
traditional retailers. According to this study tlehange process requires the
traditional retailers to reshape their existingibess practices of dealing in a limited
variety of product alternatives to offering the quoete assortment in the product
categories handled by them. He suggests thateitrdditional retailers adopt this
approach, together with the various forms of coreree that they already offer,
they would be able to stand up to the competittomfthe organized retail formats.

Cherish Mathew (2009) studied about the opportunities and threats in
organized retail sector. According to this stuldg overall attitude likely to change
favorably towards organized retailing. Organizetiit is unlikely to be a threat to
existing players, but would be an emerging busirsggsortunity for local, global
and nation player in India, to the mutual beneditall concerned.

The study byDash et al. (2009)revolves around the opportunities and
challenges faced by organized and traditional Iretayers in Bangalore. The data
was collected from the sample of one hundred masaafeorganized retail outlets
and one hundred traditional retail outlets. Theuls depict that competition faced
by the traditional sector is the biggest challefayeorganized retailers. Inefficiency
of distribution channels, internal logistical pretsl and retail shrinkage are other
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challenges faced by organized retailers. On theroband, organized retailing,
logistical problems, competition between other ikaraetailers are the challenges for
the traditional retailers. This study also obsertteat growing middle class, large
number of earning youth customers, increase indipgnindia’s booming economy
and large number of educational institutions asedpportunities for organized and

traditional retailers.

Chetan Choithani (2009) this study focused on the impact of organized
food and grocery retailing on its corresponding/i®er providers in the unorganized
sector.The study also attempts to investigate igact of discounts and schemes
being offered by organized retail, especially ie tbod and grocery sector, on the
business and profitability at small shops and streedors. The research reveals that
modern retail chains have had a significant immacthe unorganized retail trade,
particularly on business outcomes such as salespaoiit margins. Also, the
findings of this study highlight the fact that thiractive price discount of organized
retail outlets are a major concern for small retailand a hindrance to their
successfully competing with the modern retail chiie paper also points to the fact
that apart from the competition from modern rethidins, street vendors operating
in and around the organized retail outlets arenfachore harassment than usual

from the concerned authorities on the grounds eif theing 'illegal encroachers'.

V. Ramanathan (2009)studied about the new face of unorganized retailer
in India.The article mentioned that the entry ofamized retailers with their
completely integrated marketing practices, franohgisagreements contractual
selling, joint ventures and co-promotions creatggadound threat to unorganized
retailers and compels them to change their styboafg business from convenience
to intensive.The study reveals that unorganizedilezs dealing in clothing and
footwear, furniture and appliances and beverage® \weong the most affected.
Further the author observed that the traditiontdilexs enjoyed the advantages of
proximity to the customers in neighbourhood areasgl standing personal

relationship with customers and providing homewaziy and credit facility.
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Kaliappa Kalirajan & Kanhaiya Singh (2009), the central question
examined in this study is: whether corporate omguhiretail outlets have exerted
any harmful effects on the small unorganized retatlets in India. Primary data
were collected from the managements of big shoppnadjs, corporate retailers,
consumers and those unorganized retailers who wehe vicinity of the corporate
retailers between November 2008 and March 20100&Mnd Chennai. The survey
results clearly indicate that the possibility of afverse effect on the unorganized
retailing due to the emergence of malls and orgahiztail outlets in the form of
reduced sales of URO cannot be rules out.The ddiaates that closure is of the
order 30%. A sample of about 24% of such closegpshiducted that 75% of the
closed shops reopened in areas away from the operat the ORO and earned

more profits.

Suryadarma et al (2010)studied about the effect of super markets on
traditional markets in a transition or developinguitry and is based on survey
evidence from Indonesia.They selected traditionakkets close to the modern
retailer as the treatment group and traditionalkeigrfar from the modern retailer as
the control group for a difference-in-differenceabsis. They find that on average,
traders in both treatment and control markets Feyerienced a decline in their
business over the past 3 years and hence that ithere statistically significant
impact of competition from modern retailers on ghefit and revenue of traditional

traders.

Hino (2010) shared his observation about the emergence arahsigm of
supermarkets that gradually decreased the marke¢ st the traditional formats by
displacing them and the factors that helped supdete in gaining consumers
favors over the traditional stores are the ‘consgnexonomic ability’ and the

‘format output’.

Shilpa Kokatnur (2010), analyzed the impact of new retail formats on
traditional/traditional retailers’ strategies.Seevi and promotion is the major
strategies affecting traditional players. The impaic organized stores differs for

different category stores. Service and technology gnadation are the major
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strategies adopted by small players to retain custs.The researcher suggested that

traditional retailers need to redesign their busimaodels.

Smitha V.G (2011) studied about impact of organized retailing on
unorganized retailing in Visakhapatnam.The respiitthis study indicate that there
is clear distinct space for organized and unorgahietailers to operate in a city like
Visakhapatnam.While a large scale transformatiorreddil outlet is forecasted,
current study indicates that the organized and garozed retailers targets to meet
very specific needs of customer and hence theradexjuate space for both to

operate simultaneously.

Gagandeep Shmar et al2011) in his study revealed that the traditional
retail is not much effected by organized retaieréhis only 4% traditional retailer
are effected due to the opening of organized redmles. But now with this
competition the traditional retailers are also setalinject more money to improve
their operations. According to this study consumptbehavior of the consumer is
not much changed due to opening of organized rétsilpeople get the day to

consumption things in a better and managed way.

Sivaraman.P (2011)the author has tried to examine the future dfiti@nal
retailers in Kanyakumari district. This study camdd that the impact of organized
retailers was clearly visible on the business adlittonal retailers in terms of sales,
profit and employment. He also observed that, dueneir financial infirmity these
small retailers continuously struggled to introdwt®nges in their existing retails

practices. Some kind at intervention was requioedheir future existence.

Gajandeep Sharma, Mandeep Mahendru & Sanjeet Singh(2011),
purpose of this study is to check the effect ofropg of the organized retail stores
on the traditional retails farmers and consumee $tudy revealed that the Punjab
retail sector is changing their retail store ananing successfully. And the second
thing come out of research that the traditionahileis not much effected by
organized retail ,their is only 4% traditional litdes are effected due to the opening
of organized retail stores. And the third thinga@dmng to the study is consumption
behaviour of the consumer is not much changedaoeéning or organized retail.
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Alka Munjal, Anil Kumar & Pradeep Narwal (2011) studied about the
sustainability of modern retail .This study is angarative analysis of organized and
traditional retail sector. They observed that idignthere is no specification or any
prescribed standard at calling a retail outlet oied or traditional in India.
Organized retail is the one in today's scenarioctvié facing a lot of competition
because of the high costs in this recessionarypgend an economic slow down
face and from the traditional retail as there bgjgdhallenge lies in building in the

footfall of the stores and generate larger sharewé#nue's.

Mitul Daliya, Bhavesh Parmar & K.K Patel (2012) conducted a study
about the impact of organized retailers on traddloretailers in Ahammedabad
City.This study observed that both modern and ti@uthl retailers will co-exist in
India, as both of them have their own competitideamtages. The traditional retail
shop has a low-cost structure, convenient locadiah customer's intimacy. Modern
retail offers product width and depth and a bettepping experience.There is room

for both modern and traditional retail in India B®veral generations to come.

Diallo (2012)says that retail internationalization is a keynedat for most of
the retail firms. Many factors, according to himadeto retail internationalization and
are likely to influence the business strategy agldpt emerging markets. The main
objective of his research was to investigate keycass factors of an international
retailer in the Brazilian market based on two iasiagly interesting theories, i.e

core competence theory and organizational cultbesiry.

Jain & Sukhlecha (2012)strongly feel that the advantages of allowing
unrestrained FDI in the Indian retail sector evitleoutweigh the disadvantages
attached to it and the same can be deduced fromexhenples of successful
experiments in countries like Thailand and Chinhese too the issue of allowing
FDI in the retail sector was first met with incestsprotests but later turned out to be
one of the most promising political and economicisiens of their governments. It
led not only to the commendable rise in the levedraployment but also led to the

enormous development of their countries GDP.
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Kusuma et al (2013)stated that modern retailing is not a problem to
traditional stores as most of the consumers sadl ttiey never stopped visiting
kirana stores. They strongly agreed on coexisteoicéboth is required. The
researcher suggested that Government has to take atmut the existence of
organized retail stores in India and they havealae tmeasures to overcome the

challenges. Then the fast growth of organized Iretacan be possible in India.

Dinar Fatima (2013) in her study found that both modern and traditiona
retailers will co-exist in India, as both of themavie their own competitive
advantages like kirana has a low- cost structuwayenient location, and customer
intimacy while modern retail offers product widthdadepth and a better shopping
experience. The study concluded that, thus reptesepositive sum game in which
both traditional and organized retail not only agebut also grow substantially in

size.

Medha Kanetkar (2013) conducted a study about impact of organized
retailing.This study focused the quality dimensan reliability of Big Bazaar.The
result of this study indicate that introductionosfjanized retailing has not been able
to replace traditional markets.Which are still plapuamong the pocket conscious

people, but has definitely added a new adventutee@hopping experience.

Sameer Ahmad Shalla (2013pttempts to assess the impact of shopping
malls on the traditional retail sector in the Sgaa city.The result of this study
revealed that there has been positive impact gbghg malls on the small retailers
in the catchment of these malls.The positive impaas observed on the sales
turnover and operational profitability measuresppose to findings, the study
concludes that there should be a gradual and phigseintroduction at the "FDI in

retail sector" in order to avoid the backlash.

Hamil et al (2014) observe that supermarkets in Tirunelveli have tecka
several impacts on traditional retail stores. Majpacts are reduction in sales
volume, reduction in profit and involving family mdoers in the business in order to
avoid the recurring cost through the salary of veosk The number of workforce has
been considerably reduced in traditional retaitegoHowever, in the opinion of the

59



traditional retailers the reason for the reductidrwork force not primarily due to

the Supermarkets.

Ajas Ahmed and Suresh Mayya (2015%tudy on “The impact of shopping
malls on the traditional retail sector a case swfdylangalore region” stated that the
malls interestingly have no severe impact on thpleyment scenario. However, the
study further revealed that malls have severelyactgd the turnover and operating
profits at the traditional shops. Besides thereals an adverse impact on the

customer's of traditional shops.

Sudeeb chandramana (2016)in his work entitled “Impact of Organized
Retail on Traditional Retail in India - The ChangjiRerspective in Rural Areas”.
From the study it was found that when comparedheottaditional retail format,
most of the respondent had a good image about rijenized retailers. Even the
traditional retailers had a good share in Markeit, due to factors such as space,
parking etc. a gap existed between both the fornidis customers wished for more
outlets being opened. The researcher observeithspjte of the enormous potential
and growth opportunities available for the orgadizector, it might not create a
major impact on the traditional retailers becaus¢he mindset of the consumers

will who cannot think of a life without having adal neighborhood store .

Julias Ceasar and P.Mariappan (2016)intend to know the impact of
organized retailers on traditional retailers. Acting to this study, modern retalil
outlets have impact on both the traditional rewivironment and consumer
behaviour in India. This change has come in thesgower due to various factors
such as increased income, changing lifestyle, laggment of young population,
growing literacy, rapidly increasing middle clasgrowing urbanization and

increasing media penetration.

Sunil Kakkar (2016) focused on understanding of traditional retail sect
India. This study has brought insights into impoce& of traditional retail sector in
India and will help traditional retailers to frams&rategies to face the opportunities
and challenges in this sector. Also the organietdilers can take help of the study
to understand the significance of the factors wisitth makes the traditional market
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dominant and help organized market and marketeidrati strategies to win the

customers.

Seema Bajaj (2017}¥tates that, as far as India is concerned negesdibpth
organized and traditional retailing. Both the fotsnahave advantages and
disadvantages. The study also found that compleganization of retailing stores
will create unemployment, poverty and may bad e poor consumer also. At the
same time a fully traditional retail format will aersely affect economic growth,

Govt revenue and will be a hinder in the processevklopment of the country.
2.3 Customers Attitude towards Organized and Traditiond Retail Stores

The corner grocer or the ‘kirana’ store is a kegrmednt in the retail in India
due to the housewife’s unwillingness to go longtatises for purchasing daily
needs. An empirical study was carried outSagha et al (2002)}to identify factors
that influenced consumers’ choice of a store. Alffio convenience and
merchandise were the two most important reasonshioosing a store, the choice
criteria varied across product categories. Convex@evas indicated by consumers
as the most important reason in the choice of gieeeand fruit outlets, chemists
and lifestyle items while merchandise was indicated the most important in

durables, books and apparel.

Thang et al (2003),in this research tried to understand about linking
consumer perception to preference of retail stoiidss study supported that
consumers’ choice of shopping malls over traditianarket stores is influenced by
various factors like ambience, assortment, salesnption schemes and in-store
services. The facility of one stop-shop had a pasitesponse from the consumers,

who found it more convenient, time saving and &adisry.

Solagaard & Hansen (2003)entitled “A Hierarchical Bayes Models of
Choice between Supermarket Formats”.The researcentified several store
attributes that were considered important for thasamer’s evaluation of stores.
These attributes were merchandise, assortment, haradise quality, personnel,

store layout, accessibility, cleanliness and atrhesp
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Sinha and Banerjee( 2004)have tried to examine the store choice
behaviour in an evolving market. They observed thatmajor drivers for choosing
a grocery store in India seem to be nearness te ghresidence and the comfort
level that the respondents has in dealingh vihe store owner (measured in

terms of personal relationship with the shopkeeper)

Lather et al (2006)studied about new retail formats keeping pace wieh
shoppers mood.This study uncovered six main indisatprice, sales personnel,
quality of merchandise, assortment of merchandesdyertising services and
convenience services that play key role for retaila choosing the type of retail

formats that may help them to cope up with the ghnpreferences of consumers.

Benito et al (2006) the author has tried to examine the geo-demograph
characterization of retail format choice. Accordiogthis study the households that
patronize supermarkets are more advanced in thie ofctheir family life have
higher educational levels and work in more profassi activities; Discount stores
are preferred by older households those with ldssaion and those employed in
less qualified professional activities and findle hypermarket seems to attract the
grocery spending of the youngest households witllsthildren, lower educational

levels and more basic professional activities.

Kanika Taneja (2007) attempted to analyze the mall mania in India.The
dissertation aims at studying the changing shoppiegds of consumers in the
Indian economy. According to this study varioustdas on which the Indian
consumers base their choice of going to the shgpmiall or the traditional markets
have been exceptionally important for Indians, haavehey do not tend to attach
self image with shopping in a shopping Mall.Thisidst also observed that the
traditional market in India still has a very sigo#@nt proportion, therefore all
consumers have to visit the traditional marketstfe fulfilment of some or the

other needs. It does not affect his/her personatitstatus.

A.C. Nielsen (2007 undertook a survey of 1300 consumers in the dapita
Jakarta and in the second tier cities at BandudgGarebon, focusing on consumers
buying habits in super markets versus traditionatkets. The survey revealed that
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penetrates of grocery retailing has occurred muckermapidly in processed, dry and
packaged foods and in household and personal cadugis.The super markets
progress in gaining control of fresh food markets tbeen slower because of
prominent challenges, price, cultural habits andspectives regarding freshness.
Moreover shoppers still purchase fresh product ipdiom wet markets and small

vegetable stalls, where they get low prices, craait personal service.

Nisha Rathore (2007),takes efforts to examine the impact of organized
retailing on traditional retailing.This study mainlocused on consumer behavior
towards organized and traditional retailing, theource of purchasing and the
factors which influence their mall purchasing idimThe result of these study
indicate that, the major factors that attract tiadal retailers to consumers are
proximity, good will, credit sales, bargaining, ®items, convenient timing, and
home delivery. Consumers have generally gaineld thi2 emergence of organized
outlets through the availability of better qualpyoducts, lower prices, one-stop-
shopping, choice of additional brands and produfas)ily shopping and fresh

stocks.

Mishra (2007) & (2008) studied about the consumption pattern of Indian
consumers between traditional and organized rAtmibrding to this study
consumers buy essentially convenience goods withdwel of risk from organized
outlets and essential products of more involverfremt traditional retailers. Further
researcher explores that India is currently in skeond phase of evaluation, i.e.
consumer demand organized formats. Retailers reeddtomize retail models as

per taste and preferences of Indian consumer.

According to Mishra (2007) & (2008) consumers buy essentially
convenience goods with low level of risk from orgad outlets and essential
products of more involvement from traditional rédes. Further researcher explores
that India is currently in the second phase of watabn, i.e., consumer demand
organized formats. Retailers need to customizeil retadels as per taste and

preferences of Indian consumer.
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Awng Di (2008) compares consumer's perceptions between retailesst
.This paper mainly focused on super stores andlyamin stores in Bangkok .The
results from this study found that the peoples iandgkok still argues that
superstores are essential for consumers and faomlgtores are well allocated for
consumes in Bangkok.Consumers were satisfied mdate marketing factors

including product quality, product variety, anddeaprices at superstores.

Kuruvilla & Ganguli (2008), explained that shopping develops into
important aspect in the lives of pairuvilla & Ganguli ople, as they are becoming
financially sound to do purchase in malls and thegin to consider the shopping
value as an important factor along with the pritéhe products.One can understand
the interest at the people in visiting the malbtigh the filled packing area, crowded
late, busy stores and crowded gamines ones. Tliy sigo explained that Malls
could provide price cuts, luxurious products fougles and children.They could
entertain the children via games and other aawitrhe shoppers could by the food

for their family and they could watch movies in igal

Goswami & Mishra (2009) seek to understand whether Indian consumers
are likely to move from traditional retail stores farge organized retailer while
shopping for groceries.The research findings rewbat customer patronage to
grocery stores was found to be positively relatedotates helpful, trusty worthy
sales people, home delivery ,cleanlineness and aftality and negatively related
‘travel convenience'.Small stores do well on lacatbut poorly on cleanliness,
offers, quality and helpful trustworthy sales p&ogtudy also finds that small stores
have major disadvantages on all customers’ peamepsiores except locations.
These stores being less important determinantatodipage compared with location,

in the short run traditional retail store may netdusted out of customer's flavor.

Sinha R.K (2009) in his study investigated the shopper's prefergrfor
organized and traditional retail formats. Such @mfices were along with
perception of functional benefits offered by theotiermats at retailing along with
demographic and personal factors.This researchaleyethat perception of

functional benefits, demographic factors and peaktactors have no impact on the
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overall patronage behaviour of shoppers, towardferdnt formats of grocery
retailing. The study says situational factors li&ey kind of sales promotion,
availability of products, opinion of relatives d¢rcian be verify seeking tendency and
similar factors which may play a decisive role tloe shoppers while shopping.

The purpose of the research bgin and Bagdare (2009)s to review the
concept of customer experience and to identifyniggor determinants in the context
of new emerging retail formats by analyzing custoregpectations.The study
highlights that as compared to traditional storaey format stores are pre-
engineered retail outlets characterized by weligiesl layout, ambience, display,
self service, value added services, technology cdoagerations and many more
dimensions with modern outlook and practices.Thegns to attract and influence
young minds by satisfying both hedonic and utii#arneeds.Customer experience
is governed by a range of demographic, psychogecapighavioral socio-cultural

and other environmental factors.

Dalwadi R, Rathod H.S and Patel A (2010have tried to examine the retalil
store attributes determining consumers’ percepfidns study mainly focused on
consumers of retail stores located in Ahmadabadcosting to this study
convenience, promotional schemes, product pricougtomer service, employee
behavior, and store ambience significantly influetice customers. It can be said
that most (approximately 80%) of the young respotsl€18-34 yrs) are in favor of
organized retail stores. Therefore, forming the udg@ Shoppers’ Club’ is a good
business strategy and the members can be offerediakpoffers, discounts,
organizing contests etc. Such a strategy would imegitracting the young shoppers

to visit the retail store.

Dalwadi R, Rathod H.S and Patel A (2010)the authors are trying to
examine the key attributes determining consumeegstgptions. This study mainly
focused on consumers of retail stores located im&dabad. According to this study
Convenience, promotional schemes, product pricougtomer service, employee

behaviour, and store ambience significantly infkeethe customers. Hence, it can
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be said that there is an optimistic future for oigad retailers. Most (approximately

80%) of the young respondents (18-34 yrs) arevoudaof organized retail stores.

Deepak Devgan & Mandeep Kaur (2010liscussed about factors affecting
Indian customers’ perceptions. This study obseved rising per capita income,
emergence of nuclear families and entries of matitimal companies offering huge
variety of products have raised the demand of Hwaldeproducts. This has been an
opportunity for the ushering organized retail sedt@t is growing by leaps and

bounds in India.

Ghosh and Tripathi (2010)attempted to analyze the purchase of customers
towards organized retail outlets in terms of Merahse categories purchased, time
spent within the store, number of merchandise @setti and store attribute.The
results of the study depicted that the younger iggioe has greater tendency to visit
organized retail outlets.The shoppers which renthmeatore for at least two hours
considered shopping to be a stress releaser anacfiuity. The currently purchased
items from a retail outlet one garments followedgbgceries, life style products and
household appliances.The study further reveals dhstomers in tier 2 and tier 3
cities evaluate a store on convenience, merchandige store atmosphere and

services.

Navadanya research foundation (2011)the modern corporate retalil
formats are at the exclusive brand outlets, hypetets, supermarkets, departmental
stores and shopping malls.But still the Indian consr depends on the self-

organized retail shops for their daily need.

Ramanathan V and Hari K (2011) in their research have analyzed the
customers' perceptual changes about organized naglitianal retailers at
Kanchipuram, Tamilnadu. The researchers have fteshthe factors influencing the
customer's preference to buy from these two diffieset of retailers. The research
revealed that product information's, quality, vaadeled service and customer care
are given due importance in case of choice of organretail formats and good
product quality, customer care, attractive pricksgounts and value added services
are found to be important for the customers in cds&raditional retail formats. The

66



study also shows that there is no significant m@ship in the customer

demographics like age, gender, income level.

Gurusamy M and Prabha N (2011)have tried to analyze the changing
consumer perceptions and preferences towards aegametailing from traditional
retailing.The research revealed that consumersopadkd traditional store good on
the parameters at quality and convenience only edseorganized formats like
supermarkets, departmental stores etc are perctved good in terms at quality,
variety, constituency, convenience, service andiegmgy Price is the only factor

where customer perceived organized retailers astyco

Sivaraman (2011) analyzed Customer attitude towards traditional and
organized retailers which shows that there wereer@gived differences between
organized retailers and traditional retailers om aktributes of store image, range at
products, brand choice, price, store ambience jtaagdilability, shop proximity and
implements. However there were no perceived diffeee on product freshness and
customer care. This study clearly points out that traditional retailers are facing
stiff competition from the organized retailers. Jhias reduced their sales, profit and
employment considerably. The operational cost, @ores credit also increased due

to the presence of organized retailers.

Haresh B. Vaishnani (2011)n their study, made an attempt to examine the
effects of sales promotions on consumer Preferancebrand equity perception.
This study mainly focused the FMCG products in dtete of Gujarat. The result of
the study indicate that there is no significandéedence between consumers deal
proneness and Gender, Employment status, Educht@unalifications, Family
income, family size and family type. But it a fesdrthat deal proneness differs

according to marital status.

Urvashi Gupta (2012)tried to understand the changing consumer behaviour
from shopping malls to traditional outlets. Thiadt points out that store attributes
like convenient operating hours and accessibility the factors which lead to
customer loyalty where as store appearance is mtatat determinant at customer
loyalty. Similarly, product attributes like frestss of the product and availability of
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product range awarding to the pocket is a majoerdghant of loyalty. Various
reason for which traditional retail stores arel dalvored by customers include,
convenient locations, home delivery, personal i@hahip with shopkeepers giving
products on credit, payment in installments asvidemt from this study. This study
suggested that traditional retailers should focugyoality and availability at wide

assortment of products to enhance customer loyalty.

Nilesh Arora (2012) investigated the behavioral aspects of the consume
with a focus on custom, perception and preferemficbeoorganized form of retailing
in Rajasthan.The research revealed that the custoatédRajasthan have a positive
perception about the organized retailing and haxefeping the new format
considerably. People have preferered a combinafitwoth the traditional as well as
organized retailers for their shopping. It hasrbseggested that the retailers should
focus on delivering excellent customer serviceterlyt products that have value for
money, attractive visual displays and wide varietymerchandise to attracts and

retain the customers.

Dineshkumar & Vikkraman (2012) found that most of the customers
prefer purchasing from organized retail outletsttraditional outlets. Also most of
them are satisfied with the quality of servicecprand product range of the goods
provided by organized retail outlets. Satisfactdrtonsumers in retail service is an
important criterion for a marketer to understandftother strategic decision. This
study also reveals that the customers prefer argdnretailing over traditional
retailing, due to which the organized retailing di@e a threat to the traditional
outlets. The establishment of such organized ret#iets in tier-1 and tier-2 cities
has proved to be successful, as it fulfills the dseef the customers. As an
expansion, such outlets are being establisheder3ticities like Erode and other
places. Hence, it's significant for such outletcéder to the needs of the customers

for its long run.

Srivastava (2012)studied about customers perception regarding psech
behavior towards malls. The study showed that theradl customers perception

across urban and suburban was not varied. Themastowvere ready to pay higher
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prices for branded goods across the urban and lsaibareas. They gave priority to
purchase grocery from nearby shops while for puicigaof apparel they liked to
travel some distance.The outcomes of the study stiothat the exposure of
marketing strategy through electronic and print medade the customers more

choosey and knowledgeable.

Deepika et al (2012)studied about consumer preferences for emerging
retails formats in Punjab. It covers the six typegmerging retails formats- Malls,
specialty stores, super/hypermarkets, convenietaress departmental stores and
discount stores.The result highlights that youngscmers and high tax payers
prefer to shop more at malls and specialty st@desthe other hand, older consumer
and no tax payers prefer to purchase from conveaiatore, discount stores and

department stores.

Manish Jain (2012) studied about the factors affecting consumer
preferences of shopping at organizes retail stdres.study shows six major factors
that the consumers prefer to enter the retail stdhe factors are availability,
variety, services, price, quality of products amdnpotion. The study found that the
customer is very sensitive towards the policiethefretail outlets. Out of five retails
outlets, which are Big Bazaar, More, Mega storsyeday, vishal mega mart and
reliance fresh, the response were found less a#team vishal mega mart and
reliance fresh, possibly due to the absence ateatgrtainment facility as, remaining

were present in malls having a number of entertamtrfacility.

Gupta Himanshu, Dubey Neetu and Patani Pawan (2013&ntitled his
work "Effect at organized retail on unorganizedailen Indian retail market". This
study mainly focused the consumer behavior towardsnized and unorganized
retail stores and consumer satisfaction level farganized retail stores as well as
unorganized retail store.The result of this stuajidate that the major factors that
attract unorganized retailers to consumers areipitx goodwill, credit sales,
bargaining; loose items, convenient timing, andomhb delivery. Consumers have
generally gained with the emergence of organizdtksuthrough the availability at

better quality product, lower prices, one-stop $hiog, choice at additional brands
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and products, family shopping and fresh stocks. Jtuely also found that Lower

income consumers have saved moves from purchasegaatized outlets.

Singh and Agarwal (2012)revealed that customer's preference for grocery
shopping was gradually shifting from local Kirartares to organized convenience
stores.Brand choice and credit card facilities wire main determinants which
influenced preferences from Kirana to organizedirePayment through credit cards

increased purchases from organized retail stores.

Gupta (2012)studied about customer loyalty towards traditiaesdil stores
in competitive environment. The study observed hatte attributes like convenient
operating hours and accessibility were the factingh lead to customer loyalty
and not store appearance. Similarly, producthattes like freshness of the product
and availability of products range according to kmtovere major determinant of
loyalty. It was also evident that even today triadil retail stores are preferred by

customers because of various reasons viz.

M. Murugan and N. Rajalingam (2012), have tried to analyze the
perception of customers about organized and tomditi retailers at Vellore city.
This study point out that, due to the competitiemalve around both organized and
traditional retailers, the preceptors of consunadsut them also constantly changes
based on the type of product being dealt, pricirghmdologies, delivery system and
value added services in term of customer relatipnstanagement (CRM).

Monika Talreja & Dhiraj Jain (2013) aims to identify the factors
influencing the perception towards organized retgifrom traditional retailer. The
data analysis of customer's attitude shows thatetie a difference between the
consumer's perception towards both organized eetahd traditional retailers
regarding their store image range at products,dochoices, price, store atmosphere,
credit availability and shop proximity.

Adil Zia & Khalid Mohammed Azam (2013) attempt to develop a scale
measuring shopping experience and to measure tpacinof various factors of

shopping experiences in the context of traditiorehil in Delhi. Fifteen factors
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were found to be important to determine shoppingeeence in traditional retalil
where 'Merchandise’ has maximum positive impact eldbility has the last
impact.This study suggests that retailers shoylddrmaintain a large and varied
range at products if they want consumer to haveo@d gand positive shopping

experience.

MS Priya Viji (2013) analyzed the customer behaviour towards organized
and traditional retail stores. The result of thisdy show that India's organized and
traditional retail sections can co-exist and flehrfhe growth in the Indian
organized retail market is mainly due to the chamgée consumer's behaviour.
This is because changing lifestyles and pattermenfography which are favourable

to the organized reailers.

Ritika Sinha & Mohammed Naveed (2014)studied about customer
perception towards unorganized grocery retailinglorth Bangalore. According to
this study, pricing of the product has a great iobpa deriving consumer perception
while shopping for grocery especially in unorgadizetail market. The extent to
which consumer‘s perception is affected and decitednature of the particular
consumer's buying behavior. The buying behaviortum affected the way a
consumer behaves towards the products that ardalwigy with retailers. The
researcher also observes that socio economic statds convenience of the
consumer play very important role while purchasingceries. The study establishes
the fact that the players in the unorganized retaggment needs to do more in
today’s world of changing perception and to live tgpthe expectations of the

customers to be on competitive map.
2.4 Strategies Adopted by Organized and Traditional Reilers

Peterson et al. (1983%tudied the life span of small business. Howewvery
few have focused on the survival strategies of SMRBne of rapid and significant
business environment change (in this case the geoio 1997-2004). Small

businesses normally struggle in times of rapid eatin change.

Hildebrandt (1988) studied about store image and the prediction of
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performance in retailing. According to this studhe tmajor success factor in the
retail industry is store image and measurement madestore image that
conceptualize the perception of store image attilsuch as price level is used to

forecast marketing performance as a business suntessure.

Brennan (1991)studied about impact of discounters on retailingsmmall
towns and alternative responses for retailerscamdmunity leaders. The authors
view on strategies adopted by the retailers opitteat providing specialized
services, offering better quality products and iavyed customer services were the
most successful strategies, on the other hand eastrg sales and promotions,

lowering prices and increasing advertising werstlsaccessful.

Barich & Srinivasan (1993) entitled prioritizing marketing image goals
under resource constraints. They selected stor@ensudies and their image
components - product variety, product quality, eta@ttractiveness, reasonable

prices, convenience, and customer service.

Taylor and Archer (1994) are among those writers and researchers who
attribute the failure of traditional “Main Streetétailers to causes other than the
price competition of the mega-retail discount ckailhe researchers authored a
proactive and interesting volume which appears wedaning in identifying ten
survival strategies to enable the small retailecampete more effectively with a
giant Wal-Mart or other mega-chain retailers. Themecepts are: 1 Focus
completely on satisfying the customers. 2. Stuaydiccess of others. 3. Gather and
analyze management information regularly. 4. Sharparketing skill. 5. Increase
the customer’s perception of value. 6. Positionlibhsiness uniquely. 7. Eliminate
waste. 8. Find something to improve everyday. 9biate change with a positive
attitude. 10. Pull the trigger and start the battle

Sparks (1995)has concentrated attention on a number of masaatdrds and
has focused attention on the Japanese market.Eearober has made a valuable
contribution to the body of knowledge through aadet study of the Seven-Eleven
company in Japan. He states that “the common eafanfor the success of Seven-
Eleven company in Japan is that it is an exceplliprefficient retailer which
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harnesses technology, systems and relationshipswéhufacturers and franchisees,
constantly to reinforce its knowledge and its pmynaission, managed on a store-
by-store and item-by item basis. In delivering Sef#even (and Ito-Yokado) have
had to redefine convenience store systems and tapesaand also effectively

transform components of the Japanese distributistes”.

Engel et al. (1995)made an attempt to examine the consumer behavior i
retail shop. They observed that the physical dinoeissare (facilities in stores such
as elevators, lighting, air-conditioning, washroostsre layout, aisle placement and

width, carpeting and architecture) are importantcigsstomers.

Lewison (1997)gave an overview about retailing .This study dégsrthree
elements associated with retail strategies; chgosinretail format, targeting a

specific group of consumers and arriving at a dgfdae competitive advantage.

McGee and Finney (1997)studied about importance of distinctive
marketing competencies in retailing .They suggettatithere are five factors in the

area of distinctive competence. These are:

Quality image
Effective differentiation
Effectiveness of key merchandising practices

Civic involvement and

a kr w0 N e

Control of retail program.

They also observed that there is a positive cdroglabetween better
performance and possession of specific distinctapabilities or competencies,
namely effective merchandising practices and a rsupability to control overall

retail program activities.

Howe (1998) studied about the vertical marketing relationsthe UK
grocery trade. He has made a valid point by sugggsthat the retailing
environment is under going constant change, howethen the market is relatively
static and highly competitive, retailers are likébyimplement a different strategy.
This is understandable to senior managers in retgdnizations need to formulate
and implement a strategy that repositions the azg#ion and this happens from
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time to time in order that the corporate objectiges are indeed realized and the

various stakeholders are satisfied

Lin (1998) investigated the success factors of small and unedized
enterprises in Taiwan. He supported the view teeliiology is the most important
factor for success. This study states that peagléded events occur at a rate of more

than triple those related to structure and techgylblis four major findings are that:

1. Activities related to structure, technology grebple are still important for
success.
Managing people softly is more important thaanaging with strict rules.

3. The management skills and management concépiissmess founders are
much more important than their technical skills.

4, Employees' skills are important and can becéfely developed.

Ali et al. (2001),in their study of successful small businesseténWestern
region of Melbourne during late 2000 to identify achicteristics of growth
businesses. These characteristic are divided ingteops, those associated with the
business operator referred to as being a ‘SmarinBss Operator’ and those

associated with business activity referred to as'@business Practices’

Megick (2001)tried to understand the competitive strategy typethe UK

independent retail sector.This study identified stail operations clusters in his

analysis:

1. Merchandise and range;
2. Service and quality lines;
3. Active marketing;

4, Low price and incentives;
5. Local involvement; and
6. Unique products.

Office of Small and Medium Enterprises Promotion ((3dMEP) (2002)
gave an over view about small and medium entempriseThailand.This study
revealed that SMRs are well equipped to adapt thenges in the business
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environment. There are many excellent opportunite@s SMRs, such as in the
recruitment of unskilled employees who can faiidgiéy be trained to become semi-
skilled labourers, or eventually fully-skilled pesfsionals. Other advantage for
SMRs is that doing business (in particular in Tdvadl) tends to be relatively free
from restrictions, while there is ample availalilif services to promote and market

product lines.

Gibson Vidamani (2003),in his book ‘Retail Management’ tried to identify
why retailing in the new format of Marketing hascbme an important aspect of
Modern Marketing practices. According to this stutly order to understand the
phenomenon of the new changes that has been tpking in retailing so that the
marketers can understand the perception, visuiza@nd responses of consumer.
The economics of retailing as the authors havecedtis definitely influenced by
not only the demand/supply equation but also tlyelpslogical consideration of the
buyers especially in a given competitive environinghere taste, choice, fashions

and cultural values have been extremely important.

Siamwalla & Poapongsakorn (2003)entitled “The retail business in
Thailand: Impact of large scale multinational cogiimn retailers”. The result of
this study revealed that mom and pop shop’ aretdocalong the public road
resulting in limited space for parking services andtomers find it inconvenient to
do their shopping at these stores. The lack dfipgris an additional disadvantage
for the older small retailers together with the mdiiag purchasing patterns their

provision of services.

Sinha and Banerjee (2004)in this report made an attempt to examine the
store choice behaviour in an evolving market. Thbegerved that the major drivers
for choosing a grocery store in India seem to kemess to place of residence and
the comfort level that the respondents hasdealing with the store owner

(measured in terms of personal relationship withghopkeeper).

Fam and his co- authors (2006) made an attempt to examine the
promotional decisions used in small businessess. & comparative study between
successful and unsuccessful firms.Result of thiglystrevealed that successful

retailers prefer personal selling and in-store mtoms, so these communication
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techniques are the most popular among them andsieyd the highest amount of

money on those solutions.

Carpenter and Moore (2006)try to attempt a study about the factors
affecting consumer preferences of shopping at W8eagy market.This study mainly
focused on consumer demographics, store attribates retail format. They found
that Product selection, assortment, cleanlinesscandtesy of personnel are very

important in determining format choice regardlestbomat of grocery shops.

Anu Singh and Kaur Tripat (2006), explained the strategies adopted by
retailers to keep pace with the changing moode@fshoppers. The study addressed
how factors within and outside the stores affestestevel shopping decisions. The
six main indicators on the basis of which retaildeside to go for a specific type of
retail format are: Price, Sales Personnel, QuaityMerchandise, Assortment of
Merchandise, Advertising, Services and other Comvere Services.

Alexander Chernev (2007)examined consumer reactions to two common
positioning strategies, a specialized-positioniitategy in which an option is
described by a single feature, and an all-in-omatexjy in which an option is
described by a combination of features. The emgligiata reported in this article
demonstrate that a product specializing on a siagiebute is perceived to be
superior on that attribute relative to an all-ireasption, even when this attribute is
exactly the same for both options. It is furtheowh that the observed devaluation
of the all-in-one option can be mitigated by intnoohg another attribute on which
the all-in-one option is inferior to the speciatzeption.

Piyush Kumar Sinha & Sanjay Kumar Kar (2007) gave an insight into
the growth of new retail formats in India.The résilthe study suggests that
retailers certainly need to be innovative in designthe value proposition and
deciding the format to deliver that to the consuntteis not all about deciding the
format but all about serving the consumer bettstelr and at less cost. Retailers can

use their store as an indicator of what they standnd what value they offer.

Sinha and Kar (2007)investigated modern retail developments and growth

of modern formats in India.They also analyzed thallenges and opportunities
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available to the retailers to succeed in India aodcluded that retailers need to
innovate in designing the value proposition, dewdihe format to deliver to the

consumed and also strive to serve the consumerpktster and at less cost.

V. Ramanathan (2008)tries to understand the effective role of CRMhe t
Indian retail market. According to this study cus#&y relationship management is
very useful if it work effectively with reference the retailing sector in India. It
allows retailers to gather customer data swiftigntify the most valuable customers
over time, and increase customer loyalty by prangdcustomized products and
services. He also observed that it reduces the afosérving these customers and
makes it easy to acquire similar customer fututehds become customary for

companies to talk about selling solutions rathantproducts or services.

Mittal et al (2008) tried to examine the store choice in the emerduijan
retail Market. This study mainly focused on appae¢hil market. According to this
study the retailers marketing strategy will havetake into account two sets of
attributes: (1) loyalty drivers and (2) shoppingpesence enhancers. These
attributes will have to be integrated into the itd@mat. For apparel shopping the
loyalty drivers are merchandise mix,sales promatigrrice, and recommendation/
relationship whereas the shopping experience eehsnare store reputation/
advertisements, temperature (air conditioning}urréguarantee, and ambient

conditions.

Michael Levy & Barton Weitz (2008), in their book ‘Retailing
Management’ have tried to know the different fac# retailing strategies as they
are useful for developing the retail markets esglcin a growing economy. From
the author’s point of view there is a great chamgine consumer behavior which is
influencing the pattern of retailing and their g¢gies. The change in the formats of
branding i.e. from manufacturing brand to retadraing or private labeling has
proved to be of a limited impact.They observed that retail communication has

become a more important aspect of retail manageimené modern world.

Mittal et al. (2008) studied about the store choice criteria in thetexinof
apparel retailing in India. The main motivationtbfs study is to help retailers to
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determine the most important drivers of retail stanoice. The findings suggest that
the retailer's marketing strategies will have tdketainto account two sets of
attributes: (i) Loyalty Drivers and (ii) Shoppingxferience Enhancers. These
attributes will have to be integrated into the itd@mat. For apparel shopping the
loyalty drivers are merchandise mix, sales prommstio price, and

recommendation/relationship whereas the shoppipgreence enhancers are: store
reputation/advertisements, temperature (air camig), return/guarantee, and

ambient conditions.

. The empirical study b¥Xocas and Bohlmann (2008)explained about
segmented switchers and retailer pricing stratéfies researcher presents
theoretical and empirical analyses that addressetwaried pricing strategies. A
retailer’s strategy to discount deeply or frequergldriven by the ratio of the size of
switcher segments for which the retailer compete#st loyal segment size. The
relative switcher-to-loyal ratios among retailerplain situations in which a small
retailer finds it optimal to price high, despiteviry few loyal, or to discount and go

for the switchers

Kokatnur (2009) observed that malls, supermarkets and hypermasgkets
growing rapidly adopting aggressive strategiestti@et customers. These strategies
in turn affect the existing small players. The msp of the study is to analyze the
impact of new retail formats on traditionalduganized retailers’ strategies. The
results highlight the importance of service andnpotional strategies including
personal selling are the major strategies affeatimgrganized players. Service and
technology up-gradation are the major strategiept@dl by small players to retain

customers.

Shilpa Kokatnur (2009), analyzed the impact of new retail formats on
traditional/unorganized retailers’ strategies. 8=rv& promotion are the major
strategies affecting unorganized players. The imp&aorganized stores differs for
different category stores. Service and technology gnadation are the major
strategies adopted by small players to retain omsts. Traditional retailers need to

redesign their business models.
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Gupta et al. (2009) the authors examine the factors that influence
customers’ intention to continue purchasing fromoaganized retail. It is felt that
customers’ perceived value is an important indicaib customer’s continuance
intention, as are loyalty incentives provided bg #tore. Moreover, convenience is
more important for customers in these markets #rgayment. Organized retailers
can increase customer retention by focusing theategies in making customer

experience more valuable and convenient.

Dhruv Grewal and Michael Levey (2009)gave an overview about past,
present and future of reailing. They explained thatvival in today's economic
climate and competitive retail environment requinesre than just low prices and
innovative products. To compete effectively, busses must focus on the
customer's shopping experience. To manage a cussoreperience, retailers
should understand what “customer experience” dgtuaans.Customer experience
includes every point of contact at which the custbmmteracts with the business,
product or service. Customer experience managerapregsents a business strategy

designed to manage the customer experience.

U.C Mathur (2010) expressed the challenges & opportunities in retail
marketing and customer relationship in retail. Adaog to this study business
strategy of a firm includes the plans, policies dneir implementation in a given
time frame. Plans and policies are converted iotm@ or activities where tasks are

assigned to individuals or to teams for achievipecsic targets.

The study byShih (2010) explores marketing strategies and consumer
attitudes toward manufacturers’ and retailers’ estbrands chosen from Taiwan
retailing outlets. Low prices, promotion activitidsrand endorsed strategies, and
increasing store images positively support the dbrequity and consumer purchase
intentions of retailer store brands. Retailers #&hdmprove their store image,
enhance the product’'s perceived quality, and eastalddrand equity and brand

loyalty among consumers.

Ali, Kapoor and Moorthy (2010) proposed a marketing strategy for
a modern food/grocery market based on theswoer preferences and
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behavior. The references of the consumers Iglemdicate their priority for
cleanliness/ freshness of food products followey price, quality, variety,
packaging and neseasonal vailability. The consumers’ preferermie the
market place largely depends on the convenienpeanchasing at the marketplace al
ong with the availability of services, attractiar thildren, basic amenities and affo
rdability. The result of the study suggests thastwd the food and grocery items are
purchased in loose form the nearby outlets. Aodsrand vegetables are mostly
purchased daily or twice a week due to theirspable nature, whereas grocery

tems are less frequently purchased.

Ghosh and Tripathi (2010) made an attempt to examine the customer
expectations of store attributes. According to 8tisdy the enjoyable pleasant and
attractive in store shopping environment incredBeschances of impulsive buying
among consumers, cross- merchandise, private-labals, fun and entertainment,
effective sales personnel and technology adoptiom the various strategies

recommended for retailers .

Kamaladevi B (2010),explained about customer experience management in
retailing. Customer experience management is geglydhat focuses the operations
and processes of a business around the needs widiliElual customers. The goal
of customer experience management is to move cesoffrom satisfied to loyal
and then loyal to advocate. According to this stadyeral ways (e.g. Brand, Price,
Promotion, Supply Chain Management, Location, Atisierg, packaging &
labelling, Service mix and Atmosphere) to delivesuperior customer experience
are identified which should result in higher cusesnsatisfaction, more frequent
shopping visits, larger wallet shares and highefits:.

Arif Sheikh and Kaneez Fatima (2010)jn their book ‘Retail Management’
explained retailing as a process that involve idgng target market i.e.
interpreting the needs of target markets, devetpgood assorts of merchandise and
presenting them in a effective manner so that aoesu can find it easy and
attractive to buy.This study also observed thatailrenanagement basically deals
with identifying end users or final consumers pramgp them, motivating them and
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activating them to enter the shop and attract thera particular set of goods or

commodities or services which they will buy forithdtimate consumption.

The study byFam et al. (2011)highlighted strategic aspects of in-store
marketing, by focusing on two key components oftiore marketing, namely in-
store promotions and price markdowns. These seebe tihe two most important
aspects of in-store marketing. The results indittzé a discount marketing strategy,
environmental uncertainty and emphasis on pricemptimns are the key to
explaining retailers’ perceptions and use of mamnkgein-store activities.

MS. Vijaya jacquiline (2012 studied about retail management in organized
retail outlets in Mumbai with reference to custorbehaviour. She observed that the
marketing strategies of retailers’ are very impatrtimol for improving the value of
retail business and enhancing the sales of retaiéto Strategies of retailers’ like
retention strategies (understanding the custonwrstomer delight, store image,
better environment, attractive merchandising, lgyglrograms and customized
technology); promotional strategies (customer sedgaten, personal selling,
advertisement, etc) are directly contributing te growth of modern retail formats

in India.

Shilpa Tiwary & Rekha Jha (2016)studied about challenges and success
techniques for unorganized retail sector againgamiezed retail sector in Jharkhand.
The author suggested that the unorganized retalosld make strategies to retain
their customers by providing quality goods and sesand they should also go for
collaborations within the regional level then oty can survive in this globally

competitive world and in their surrounding markeinpetitions.
2.5 ldentification of Research Gap

From the foregoing survey of literature on relate@a, it is found that
different studies have been carried out by sevesssarchers and institutions in the
area of impact of organized retailers at a nati@aral international level. But no
studies have been conducted on the impact of foddgaocery organized retailers
on traditional retailers in Kerala.In this scenatiioe researcher has made a novel

attempt to fill the gap.
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The present research work makes an attempt to tigaes the impact of
organized retailers on traditional retailers in &ar The current chapter aims to
formulate a theoretical framework regarding an wwsv of retail sector, changing
trends in retail sector, strategies adopted byleesaand the purchase behaviour of

customers.

Therefore, this chapter is fabricated by dividintp four sections. They are
an overview of retail sector, changing trends itaitesector, strategies adopted by

retailers and the purchase behaviour of customers.

Section A

3.1 An Overview of Retail Sector
3.1.1 Introduction

Retailing in India contributes 22 percent of theitioy's GDP and therefore
is one of the major pillars of the economy. Therent market size of Indian retail
sector is about US$ 520 billion (IBEF, 2017). Thvemall retail sector is expected to
grow at a compounded rate of 15% amounting to $8lion by 2020. Organized
retail is estimated to grow at a CAGR of 24% anth gashare of 10.2% of total
retail by 2016- 17 (ATKearney, 2015). India, withlaage market base of 1.28
billion people, is one of the fastest growing retaarkets. India’'s retailing industry
is primarily traditional in nature. Indian retaib$ two sectors one is organized and
the other is traditional retail sector. Howeveérsiassumed that the traditional retail
outlets, the so called mom and pop stores, or gighbourhood stores are in the
traditional sector. This sector has over 12 millieteail outlets of various sizes and
formats. Some are of the view that shops with teas 500 sq. ft. space can be
treated as traditional retail outlets, which in@sadstreet stores, counter stores,
kiosks and vendors, where the ownership and maragerasts mostly with one
person. Normally, the traditional retail outlets bt have an association to promote

their interests. The organized retailers are alted as modern retailers. They
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operate in larger shop space 500 sq.ft plus. Térey normally organized as
departmental stores, specialty shops, shops inpggpmalls, and so on that offers a
large variety of products in terms of quality, @lior money and makes shopping a
memorable experience (Vaz Michael, 2013).

Market Country Market Time National
2016 size risk saturation pressure GRDI Population GDP per retall sales
rank Country (25%) (25%) (25%) (25%) score  (million) caplita, PPP (% billion)
_ China 100.0 61.2 36.2 92.5 72.5 1,372 14,190 3,046
m india 53.7 54.3 75.8 100.0 710  1.314 6,209 1,009
m Malaysia 81.2 83.4 23.5 50.4 59.6 31 26,141 93
_ Kazakhstan 56.4 37.3 61.9 70.2 56.5 18 24,346 48
m Indonesia 64.3 38.9 50.2 68.9 55.6 256 1z 324
m Turkey 85.9 6.4 31.9 5341 54.3 78 20,277 241
_ United Arab Emirates | 95.2 100.0 1.3 18.0 53.6 10 66,007 69
m saudi Arabia 91.2 64.9 21.3 315 52.2 |32 53,565 109
m Peru 47.3 52.8 50.4 57.2 51.9 31 12,077 70
m Azerbaijan 33.9 30.8 80.9 59.3 51.2 10 18,512 17
m Vietnam 227 24.5 68.7 87.4 50.8 92 6,020 87
m Sri Lanka 25.4 387 76.7 62.0 50.7 21 1120 31
m Jordan 52.3 A7.5 60.2 39.7 49.9 21 12,162 14
n Morocco 29.8 51.2 62.9 54.3 49.5 34 8194 39
ﬂ Colombia 49.0 63.6 46.5 36.9 49.0 a8 13,794 o1
m Philippines 36.6 12.6 2.0 707 477 103 7,318 134
“ Dominican Republic | 54.4 14.8 607 53.3 458 11 14,771 30
“ Algeria 17.6 6.0 92.0 65.2 A45.2 A0 14,163 A2
m Nigeria 21.3 9. 89.5 55.4 43.8 182 6,185 125
m Brazil 85.9 B65.7 20.4 0.0 A3.0 205 15,690 445
m Céte d'lvoire 0.9 8.2 97.6 65.3 43.0 |23 3.304 13
E Russia 93.6 26.6 61 409 2418 144 23,744 a48
ﬂ Zambia 0.0 204 84.4 62.0 A1.6 15 A4165 1
n Romania 45.3 54.6 0.0 61.0 402 20 20,698 as
E Paraguay 16.0 17.0 871 38.2 396 7 8,671 1
ﬂ Tunisia 284 34.9 73.2 18.5 387 M 11,450 15
“ South Africa 54.9 67.7 91 15.2 367 55 13197 102
“ Ghana 4.6 285 100.0 10.9 26.0 28 4,216 15
m Kenya 4.5 34 75.5 59.2 356 44 3,246 26
m Egypt 241 3.0 67.0 447 247 89 11,262 133

o = low 100 = high | o= i O = saturated o= time pressure
attractiveness  attractive- i 100 = not 101 rgency to enter
ness saturated

Note: PPP is purchasing power parity.
Sources: Euromoney, Population Data Bureau, International Monetary Fund, World Bank, World Economic Forum, Economist Intelligence Unit, Planet Retail;
AT. Kearney analysis

Figure 3.1: The global retail development index
Note: PPP is purchasing power parity
Source: A.T.Kearney analysis,2008
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3.1.2 Traditional Retail Scene in India

In the developed economies, organized retail thérrange of 75-80 per cent
of total retail, whereas in developing economibs, traditional sector dominates the
retail business. The share of organized retailegawidely from just one per cent in
Pakistan and 8 per cent in India to 36 per ce®razil and 55 per cent in Malaysia.
Modern retail formats, such as hypermarkets, stpes supermarkets, discount
and convenience stores are widely present in tiveloleed world, whereas such
forms of retail outlets have only just begun toesgl to developing countries in
recent years. In developing countries, the remiliousiness continues to be
dominated by family-run neighbourhood shops and nopearkets. As a
consequence, wholesalers and distributors whoy gaioducts from industrial
suppliers and agricultural producers to the inddpah family-owned shops and
open markets remain a critical part of the suppigii in these countries (ICRIER,
2008).

India is the country having the most traditionalarlemarket. The retall
business is run by Mom & Pop having shops in theskat the back with more than
99% retailers function in less than 500 sq.ft @aarnndia's traditional retail industry
employ more than 40 million Indians approximatel$% of Indian population i.e.,
it contributes to 8% of the total employment.

There are predominantly two types of traditioréi formats, namely;

. Independent stores

. Cooperative and government owned stores.

The Independent stores and family-owned grocers,ctimer general stores
that dot the rural and urban landscape, reprebentdst majority of retail business
in India. These are usually shops with a very smaah, stocking a limited range of
products, varying from region to region, accordtoghe needs of the clientele or
the whims of the owners. Independent stores haverged with the spread and

density of population. Historically, they can bacded to the generation of surplus in
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agriculture that needed to be sold to obtain o#mgential commodities by the

producer. This was accompanied by the emergenadratling class in India.

Cooperative stores in India are the result of theperative movement that
can be traced to the pre- independent period. Hmgrged as a reaction to the
feudal system and attempted to place the fruitdabbur in the hands of the
producers and make them self-reliant. The cooperatnovement further gained
ground after independence; yet it was largely ssafcé in western India.
Government -owned and/or-operated stores emergsdimpdependence more as a
state- responsibility towards the socio- econoryjoakaker sections of the society,
ensuring fair prices and distribution of essenit@s, and for the preservation of
traditional handicrafts and promotion of tourisimarn making profit (S.K Baral and
S.C. Bihari, 2010).

3.1.3 Concept of Retailing

The distribution of finished products begins witte tproducers and ends at
the ultimate customer. Between the two of themeal&emiddle person — the retailer.
The word 'retail’ is derived from the French woethiler, meaning to cut a piece of
or to break bulk (Chettan Bajaj, 2005). Retailinghe set of business activities that
adds value to the products and services sold tommess for their personal or family
use. It is responsible for harmonizing suppliesnainufacturers with the demand of
customers. The retailer performs many activiti&e lanticipating and forecasting
customer requirements, developing an ideal assattwfeproducts, acquiring and
processing marketing information, bulk breaking gait individual customer
requirements and sometimes performs the financungction (Panda, 2007).
According to Philip Kotler, 'Retailing includes dhe activities involved in selling
goods or services to the final customers for pakamon-business use'. A retailer or

store is any business enterprise whose sale votomes primarily from retailing.

As the final between customers and manufacturetailers are vital part of
the business world. Retailers add value to prodimtsmaking it easier for
manufactures to sell and customers to buy. It wdaddvery costly and time
consuming for customers to locate, contact and makeurchase from the
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manufacturer very time customers wanted to buycaymt. Similarly, it would be
very costly for the manufactures and customersthageat a single point, retailers
make it possible for products to be sold, and cgmeetly, business to be done.
Retailers also provide services that make it lesds/rand more fun to buy products.
They have salespeople on hand who can answer gugstnay offer credit, and
display products so that customers know what islabla and can see it before
buying. In addition, retailers may provide many raxservices, from personal
shopping to gift wrapping to delivery, that increathe value of products and
services to customer (S.K Baral and S.C. Biharil030 In today's competitive
environment, retailers have redefined their rolgémeral, and in the value chain in
particular.They act as gatekeepers who decide wieeh products should find their
way to the shelves of their stores. As a reshdty thave a strong say in the success
of a product or service being launched into theketarA product manager of
household appliances claimed, Marketers have teasetw product several times,
first within the company, then to the retailer, dmahlly to the user of the product
(Chettan Bajaj, 2005).

Characteristics of Retailing

Retailing can be distinguished in various ways frotiner business such as

manufacturing in the following ways.

* There is direct end user interaction in retailing.

* It is the only point in the value chain to provige platform for
promotions.

» Sales at the retail level are generally in smaitet sizes.

» Location is a critical factor in retail business.

* In most retail businesses, services are as imgatacore products.

* There are a large number of retail units compacedther members of

the value chain (Bajaj, Tuli, & Srivastava, 2005).
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Functions of Retailing

Retailers play a significant role as a channel betw manufacturers,

wholesalers, suppliers and customers. The followagthe functions of retailing.

a)

b)

d)

f)

9)

Providing Assortments: Offering an assortment enables customers to
choose from a wide selection of brand design, siee®urs and prizes in
one location. Retailers offer assortment of muttipfoducts and brands for
customer convenience.

Sorting: Manufacturers usually make one or variety of patgiand would
like to sell their entire inventory to a few buyecsreduce costs. Whereas,
final customers prefer a large variety of goods aervices to choose from
and usually buy in smaller quantities.

Breaking Bulk: Retailers offer the products in smaller quantite®red to

individual customers and household consumptionepat This reduces
transportation costs, warehouse cost and inventost. This is called
breaking bulk.

Rendering Services: Retailers render services that make it easier for
customers to buy and use products.They provide itcriattilities to
customers. They display products which attractciitomers. Retailers also
fill orders, promptly process, deliver and instdie product at customer
point.

Risk Bearing: The retailers bear a different kind of risk to thanufacturers
and wholesalers. Even the customers can come baitietretail point and
return the product. In that case, the risk of pobdawnership many times
rests with the retailers.

Holding Inventory: A major function of retailers is to keep inventsiy that
products will be available for customers. Thus cosrs can keep a much
smaller inventory of products at home because tagyeasily access from
nearby retailers.

Channels of Communication: retailers are the bridge between the
manufacturer or his representative and the endess. They serve as a
two way channel of communication. The manufactue@ltects customer
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choice and preference data and provides informatiut existing and new
products through the retailers.

h) Transport and Advertising Functions: Retailers also help in transport and
advertising function.The larger assortments arensfrarted from
wholesalers’ point to retailers point by retailekgn arrangements and many
times, the retailer delivers the goods at finalt@oer’'s point. So retailers
provide assistance in storage, transportation, radivey and pre-payment
merchandise (Panda, 2007).

3.1.4 Evolution of Retail in India

Retailing is one of the biggest sectors and itite@gsing revolution in India.
The new entrant in retailing in India signifies theginning of retail revolution.
India’'s retail market is expected to grow trememstioin next few years. The origins
of retailing in India can be traced back to the myjarce of mom-and-pop stores.
These stores used to cater to the local peoplentiaky the government supported
the rural retail and many indigenous franchiseest@mame up with the help of Khadi
& Village Industries Commission. The economy begamopen up in the 1980s
resulting in the change of retailing. The first feempanies to come up with retalil
chains were in textile sector, for example, Bombgging, S Kumar's, Raymond'’s,
etc. Later Titan launched retail showrooms in thgaaized retail sector. With the
passage of time new entrants moved on from manufagtto pure retailing. Retail
outlets such as Food world in FMCG, Planet M andsiluvorld in Music,
Crossword in books entered the market before 18B6pping malls emerged in the
urban areas giving a world-class experience to toustomers. Eventually
hypermarkets and supermarkets emerged.

The evolution of the sector includes the continuguprovement in the
supply chain management, distribution channeldinelogy, back-end operations,
etc. this would finally lead to more of consolidetj mergers and acquisitions and
huge investments. India's retail market is expetdegtow tremendously in next few
years. India shows US$330 billion retail market isaxpected to grow 10% a year,
with modern retailing just beginning. (Sunita Sil&i Dipti Wadhwa, 2012).The
graphical presentation of retail evolution in Intiagiven below.
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Figure 3.2: Evolution of Retail in India

(Source: Technopak Advisors Pvt Ltd, BCG, TechSesdarch)
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3.1.5 Retail Formats

Retailers functioning today come in a wide varietyorms. The following is

one of the ways of dividing them:

Shopping
Effort

Convenience

Ownership
Status

An independent
retailer

Product
Lines

General
merchandise

Functions
performed

Departmental
stores

retailers

stores Chain stores

Discount

_' _ stores
Limited line

retailer

co-operative

organisation

Hyper&
Voluntary Supermarkets

chains

Shopping
stores Speciality line

retailers

Shopping
centres

Franchise

Figure 3.3: Retail Formats
I Shopping Effort

Based on the perception of the customers regarthi@gstore, the kind of
image the store conveys and the features of thie,dtee retailers are classified into

the following two types:

a) Convenience Stores:These are the fast growing part of the retailing
business. They are located near the residencesawahk place of the target
customers. They may carry wide assortments of tteelyet’'s shopping
goods, convenience items, speciality products aed ensought goods.

b) Shopping Stores: These are the retail outlets that seem to be fadoby
customers shopping for certain types of productsping stores attract
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customers from greater distances because of width depth of their

assortment.
Il Ownership Status

Based on the ownership status, a retailer may tperdependently or may
be part of a chain, a co-opeative, a voluntaryrcbaia franchise operation. They are
briefly explained below:

a) An Independent Retailer: An independent retailer owns one retail unit.
Indian retail is fragmented with over 12 million dependent outlets
operating in the country. India has the higheshiber of outlets per capita
in the world-widely spread retail network but withe lowest per capita
retail. The presence of higher number of independemdilers can be
attributed to multiple macro reasons. A key madeyel factor is long
history of non-industry- based economic growth, kglas an important micro
-factor is the need to have low capital and licegsiequirements (Chettan
Bajaj, 2005).

b) Chain Stores: They are retail organizations consisting of twarwre units
under a single owner. They enjoy the advantagdargé scale operations
such as quantity discounts, a strong financial tmrsi mass media
advertising, brand loyalty and lower unit cost. Aam retailer operates
multiple outlets (store units) under common owngrsiich as Reliance, Big
bazaar, it usually engages in some level of cemné@l (or coordinated)
purchasing and decision-making. The relative stienf chains is great, and
their popularity is rising, even though the numbéretail chains is small.

The dominance of chains varies greatly by the tfpetailer.

C) Co-Operative Organization: Cooperative outlets are generally owned and
managed by cooperative societies. The most pogatarat in the Indian
context is the Kendriya Bhandar, which is the latggnsumer cooperative
society in the country in terms of membership. hds more than 77,000

members, inclusive of associate members. The catpe, which retails

111



d)

consumer goods, groceries, stationery, office egamt and furniture
(Chettan Bajaj, 2005).

Voluntary Chains: In this type of retail business, a wholesaler atés and
runs the organization. The wholesaler may form eugrof independent
retailers who gain benefit from the advantage ajdascale operations.

Franchise: A franchise is a legal contractual relationshipween supplier
and some or many small independent retailers. Ufrdachise agreement,
the franchiser exerts some control on how the fieme@ runs the business
and in return provides the franchisee with an distadd brand name as well
as operating assistance.

Product Lines

Based on the variety of products offered the retaibre classified into the

following types.

a)

b)

General Administrative Retailers: This type of retailer holds a wide range
of products for customers. He is prepared to s@jthang that can bring

reasonable volume of sales.

Limited Line Retailer: This retailer offers an inventory that is held tdyo
one or several similar lines.They build patronage difering a deep

assortment and proficiency within that product.line

Speciality Line Retailers: They go a step further and offer only one or two
product lines but substantial depth within thoseedi and even a greater
expertise. Such specialized retail operations pleexpertise, economies of
scale, bargain and image to the particular st&tesently, with the advent of
organized retailing, many companies and retail rchdiave opted for this
retail format. Popular examples in this categorglude furniture retailers
(Gautier), durables (Vivek's), watches (Titan), ebe particular, this kind of
retail format appeals to lifestyle product categersuch as apparel, watches,

home fashion, and jewellery, etc. the largest patieh of organized retall
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would possibly happen in this format in categosesh as health and beauty,

home improvement, IT products, etc (Chettan B2@§5).
Functions Performed

On the basis of functions performed, the retailare classified into the

following types:

a)

b)

Departmental Store: These are large retail stores organized into a eamb
of departments, offering a broad variety and depth merchandise,
commonly part of a retails chain. Each departmeiike a separate limited
line store or speciality shop. Usually, departmestares are located within
planned shopping centres or traditional up marketrdown centres. The
leading departmental stores in India are Ebonyb@oLifestyle, Pantaloon,
Shoppers Stop and Westside. All of them are mudtdpct stores. Ebony
has seven stores, Globus has four stores, Lifekbdethree stores, and there

are twelve Pantaloon Family Stores (Chettan Ba)5).

Discount Stores: A discount store or discount shop is a retail swinech
sells products at prices that are lower than the# market price. They are
self-service and general merchandising stores. Thay a wide assortment
of products of well known brands, appliances, homaees, home furnishing,
sporting goods, clothing, toy and automotive s&wiclhey complete on low
price basis and operate on a relatively low markang@ a minimum number
of customer services. They range from small opewsbom to catalogue
type order offices to full line limited service, dapromotional stores. They
buy their merchandise stocks both from wholesas&triduted and directly
from manufactures (S.K Baral and S.C. Bihari, 2010)

Hyper Market: A hypermarket is a very large retail unit offering
merchandise at low prices. These are charactebyddrge store size, low
operating costs and margins, low prices and a cehgmsive range of
merchandise. Hypermarkets have a selling area efr ®0,000 sqg. ft.

Hypermarkets generally own spacious parking faceixclusively for their

113



d)

3.1.6

customers and employees, popular hypermarkets én Itkdian market
include Pantaloon's Big Bazaar, Spencer's Food dV¥tishal Mega Matrt,
etc (Chettan Bajaj, 2005).

Super Markets: Super markets are large, self-service stores thay @
broad and complete line food product. They havdrabnoheckout facilities.
Kotler defines supermarket as "a departmentalistdilr establishment
having four basic departments viz, self-servicecgrg, meat, produce and
diary plus other households departments, and dain@ximum business. It
may be entirely owner operated or have some ofléipartments leased on a

concession baisis".The sales area of super mabvkeit 4000-2500 sqft.

Shopping Centres: These are groups of retail stores that are planned
developed and controlled by one organization. Tdrdre is built to handle a
wide variety of stores to meet all the needs of tharket it serves
(Reddy,2009).

Activities of Retailers

Retailers are often referred to as ‘middlemen” ortérmediaries”, who

occupy a middle position, receiving and passingposducts from producers and

wholesalers and customers. Retailers thus undeviakeus business activities and

perform functions such as sorting, holding stoaktbat add value to the offerings

they make to the target segments. Therefore theokgsctive of any successful

channel is to ensure availability of the right prot in the right quantity, at the right

time via the right channel.
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Figure 3.4: Activities of retailers

(Source-: Bajaj Chetan, Tuli Rajnish, Srivastawdhy 2007)
3.1.7 Factors Responsible for the Growing Importace of Retail Sector

The retail sector is increasingly being viewed asirmaportant economic
activity that accounts for a significant proportiohthe economy, it employs a large
proportion of workforce, and retailers today areoam the largest and most of
sophisticated organizations. The various factorspamsible for the growing
importance of retail sector is shown below.
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Figure 3.5: Factors responsible for the growing imprtance of retail sector
(Source: Dunne & Lusch, 2008)

3.1.8 Major Issues in the Way of Retail Growth irindia
1. Underdeveloped Supply Chain:

India lacks quality logistics infrastructure whidiinders scaling up of
retailing operations. Accordingly supply chain mgeaent systems have very low
penetration especially in the rural area. Underligesl logistics infrastructure,
absence of national cold chain networks, lack dional distribution networks and

hubs create key bottleneck for retail sector growth
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2. Inadequate Utilities:

Inadequacy of basic infrastructure like poweangport and communication
creates difficulty in sustaining retail operatiaxgoss the large geographical spread
of country. Inadequate reliable power, water, gagees, public transport facilities,
inadequate telecommunication and internet fadlippeevent the fastest growth of
retail business in India. Retail business managénmenindia-challenges and

strategies.
3. IT Infrastructure Hurdles:

Reliable IT infrastructure is important for managimodern supply chains
which are the backbone of any retailing busineskladia face a clear problem in
this area as the non-urban areas have limitedfidstructure. Low automation level
in supply chain and point of sales systems, no tiea link between suppliers-
warehouses-retail stores, lack of online presefcetailers, prevents India for large

scale organized retailing development.
4. Real Estate Hurdles:

Archaic laws prevent the much needed growth in estate development,
which imperative for retail growth. High real estatosts, Archaic and user-
unfriendly land laws, lack of proper city planningdels are the most critical issue
facing organized retailers in India. This problenparticularly severe in urban areas

where a lack of transparency and correct practieeases land cost.
5. Supply base Hurdles:

The supply base for the retail sector is fragmeeéndue to government
policies and legacy issues which prevent economiescale in retail sector. The
fragmented supply base, underdeveloped supplieatioebhip management
programs, inadequate quality assurance process&nrthe growth of retail

business in India.
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6. Inadequate Human Resources:

There is hardly any systematic effort to train pwamer for the retail sector,
which can create a bottleneck for growth. Lack rained personnel at all levels,
stringent employment and industry laws, fragmentetlistry approach to human

resources prevent the growth of retail sectorsidial.
7. Limited Customer Insights:

There is limited knowledge about the customerabgdur due to limited
market research conducted on the huge populatibtowins and rural areas. Lack of
detailed region-specific customer data, lack ofgadée data on customer spending
patterns, absence of a central body to aggregdtesiry information will prevent the

growth of retail sector in India.
8. Insufficient Government Incentives:

Government is yet to create any major sector Spganlicies to boost the
retail sector. Lack of industry specific incentiveaconsistent agriculture and
fertilizer subsidies becomes major constraintstfa growth of retail business in

India.
9. Policy Related Hurdles:

The policy environment in India is complex, cragtichallenges for growth
and establishment of new business. Lack of industayus for retail, numerous
license, permit and registration requirements bexthe major obstacles for the
growth of retail business in India. (C. Jothi Baskilohan, 2013)

3.1.9 Major Retail Outlets in Kerala
Major retail outlets in Kerala are :
1. Government Retail Outlets (Supplyco & PDS)

The Supplyco has 1266 retail outlets-969 Maveadres, 9 Mobile Maveli
Stores, 3 Mini Mobile Stores, 8 Super Markets, 2@8bham Markets, 3 Hyper

Markets and 7 People’s Bazaars.
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2. Co-operative Retail Outlets (Consumer Co-opera8teres, Neethi Stores

and Consumerfed Outlets)

The Consumerfed has 87 own retail outlets-85 MEgeni/Little Triveni
Supermarkets,1 Mobile Triveni, 1Floating Triveng Zriveni Godowns, 14 Neethi
Ware Houses, 1 Triveni Notebook Unit, 1 ComputatiBhary Unit and 1 Hurry
Curry Powdering Unit. The Neethi scheme starteth Wit assistance of government
of Kerala in 1997 has been successfully implemetitezligh 1000 selected primary
agricultural credit societies in all the distriaté Kerala for the distribution of
consumer goods at the lowest prices in rural af®aghe co-operatives have 1087

retail outlets.
3. Private Retail Outlets-

Private sector has more number of retail outletsrtgovernment and co-
operative outlets like Big Bazzars, Reliance sugieres and other small/Big and
Organized/Unorganized private retail outlets scattall over Kerala (Dean Martin,
2012).
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Section B

3.2 Changing Trends in Retail Sector
3.2.1 Introduction

The later half of the 20th Century, in both Eur@wel North America, has
seen the emergence of the supermarket as the dungnacery retail form. The
reasons why supermarkets have come to dominateréaiting are not hard to find.
The search for convenience in food shopping andswoption, coupled to car
ownership, led to the birth of the supermarketirfk®mes rose and shoppers sought
both convenience and new tastes and stimulatiggerswarkets were able to expand
the products offered. The invention of the bar caflewed a store to manage
thousands of items and their prices and led to-ijume’ store replenishment and
the ability to carry tens of thousands of individitleams. Computer-operated depots
and logistical systems integrated store replenisttrméth customer demand in a
single electronic system. The superstore was lonnthe Global Retail Stage, little
has remained the same over the last decade. Qhe fdw similarities with today is
that Wal-Mart was ranked the top retailer in therldedhen and it still holds that
distinction. Other than Wal-Mart's dominance, therdittle about today’s
environment that looks like the mid-1990s. The glokconomy has changed,
customer demand has shifted and retailers’ operatstems today are infused with
far more technology than was the case six years@agjarated home markets, fierce
competition and restrictive legislation have rellesgly pushed major food retailers
into the globalization mode. Since the mid-1990smarous governments have
opened up their economies as well, to the free etaraind foreign investment that
has been a plus for many a retailer (Vijay Anan¥i&am Nambiar). The table 3.1

shows the three different stages of developmentgdnized retailers in the world.
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Table 3.1

Three Waves of Organized Retail Diffusion

Growth in
Period Countries/regions supermarkets’ average
share in retail sales

First wave started in earlyMuch of South America, | From about 10 percent

1990s East Asia (outside China), around 1990 to about 50+

and South Africa 60 percent by the mid-
2000s

Second wave started in | Mexico, Central America,| From 5-10 percent in

mid- to late 1990s and much of Southeast | 1990 to 30-50 percent by
Asia the mid-2000

Third wave started in late China, India, and Vietnam Reached about 2—20

1990s and early 2000s percent by mid-2000s;

supermarket sales growing
at 30-50 percent a year

Source: Reardon T, J. A. (2008) & Reardon T, R(20806).

In an era of globalization, liberalization and atly aware customer, a
retailer is required to make a conscious effoidsition himself distinctively to face
the competition. This is determined to a great mixtey the retail mix strategy
followed by a company to sell its products. A majerelopment in the recent times
has been the emergence of varied retail formatshidnze started operating in most
product categories. For instance, there are ldegartment stores that offer a huge
assortment of goods and services. There are dismsuwho offer a wide array of
products, and compare mainly on price. Each afdéhetailers have their distinct
advantages, and it is interesting to see how thdsantages play out. For example,
during tough economic times, the discount retaitersl to outperform their rivals
whereas the opposite is true when the economyiigydeell. The more successful
retailers attempt to combine the characteristicsofe than one type of retailing to
differentiate themselves from the existing compmiit(Chettan Bajaj, 2005).The

table 3.2 shows the top ten retailers in the wold.
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Table.3.2
Top 10 Retailers, FY2016

Top 250 Name of Company Cour_1tr_y of FY2016 Retail
rank Origin Revenue (US$M
1 Wal-Mart Stores, Inc. usS 485,873
2 CostcoWholesale corporation us 118,719
3 The Kroger Co. usS 115,337
4 Schwarz Group Germany 99,256
5 Walgreens Boots Alliance, In¢ us 97,058

6 Amazon.com, Inc usS 94,665
7 The Home Depot, Inc. usS 94,595
8 Aldi Group Germany 84,923 e
9 Carrefour S.A. France 84,131
10 CVS Health Corporation us 81,100

Source: Deloitte Touche Tohmatsu Limited, 2018.
3.2.2 Changing Trends in Retailing

By the turn of the 20 century, the face of the Indian retailing industiaad
changed significantly. The retailing industry, whicuntil the early 1990s, was
dominated by the traditional sector, witnessedpgdrgrowth in the organized sector
with the entry of corporate groups such as Tata; RIPC and Bennett Coleman &

Company into the retailing market.

With the liberalization and growth of the Indianoeomy since the early
1990s, the Indian customer witnessed an increasipgsure to new domestic and
foreign products through different media, suchesvision and the Internet. Apart
from this, social changes also had o positive ifjdaading to the rapid growth in
the retailing industry. Increased availability etail space, rapid urbanization, and
gualified manpower also boosted the growth of thganized retailing sector.The

figure 3.6 shows the market size of India overphst few years.
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Figure 3.6
Market Size of India
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Food retailing was a key area that saw some aatitime national level, with
players like Foodworld and Subhika, establishingres all over India. While
supermarket and departmental chains replaceditnagitgrocery and general store
formats, introduction of fast foods (McDonals), kaged foods (MTR, Namma
MTR), vending machines and specialty beverage maflescafe, Tata Tea, Cafe
Coffee and Barista) brought about significant clesnigp the eating habits of Indian

customers.

However, it was the non-food sector that saw tredoes action, with the
introduction of new product segments.These segmerainly lifestyle/ fashion/
accessories (e.g., Shoppers Stop, Westside, Udedgdantaloons, Reebok), books/
music (Landmark and Crosswords), drugs and pharmaadybeauty (Health and
Glow, CavinKare and Shahnaz Husain) (S.K Baral@u@l Bihari, 2010).

Factors Driving the Growth of Indian Retail Sector

Indian economy is growing at the rate of 8%, intliaa prosperous future.
The consistent economic growth resulted in a dedestin income level of the
middle class. The thickening of the pocket of thetomer resulted in a revolution of

the retail industry. Many International brands hardgered the market. With the
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growth in organized retailing, traditional retafleinave brought drastic changes in
their business models, many factor are responéibl¢he growth of retail sector.

These are:
1) Increasing Disposable Income:

Rising disposable incomes in middle class and tomeldle class with
increase in employment opportunities for young t&dur IT & IT enabled sectors

are the major cause of retail growth in India.
2) Increasing No. of Dual Income Nuclear Families:

In India, hefty pay packets, nuclear family alongh increasing working
women population and dual income in family are faetors contributing to

prosperous retail sector.
3) Changing Lifestyle and Customer Behavior:

Due to increasing working population, comfortalifie, travel and leisure are
given importance. These key factors are growthedsivof retail sector in India
which now boast of retailing almost all the preferes of life — apparel and
accessories, Appliances, Electronics, cosmeticoidets cries etc.

4) Experimentation with Formats:

Due to competition in the market, retailing idlstvolving and the sector is
witnessing a series of experiments with new forrbatag tested out.

5) Store Design:

Shopping malls and super markets are growing atery faster rate.
Improvements in infrastructure and enhanced awuétlalof retail space, store
design are the factors increasing the share oihtrgd retail ad thereby contributing

to growth of Indian retail sector (www.zenithresgaorg.ir).
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3.2.3 Organized Retail Industry in India

The organized retailing is comparatively recentaliepment in India. The
malls, chain shops, large department stores etc.tted examples of organized
retailing. It refers to corporate based retail neaand hypermarkets and privately
owned large retail shops. Organized retailing ob&ng popular in urban areas and
metros.The mall culture is spreading with fast spBlee share of organized retailing
in total retail business may be 6 to 10% percenéwan more.This suggests that
organized retail has tremendous growth potentiathe fast expanding Indian
economy (N.G.Kale, M.Ahmed, 2012).The figure 3.0wh the organized retail

penetration in India.

Figure 3.7

_ Organized Retail Penetration
Organized

sector8%

Traditional
sector92%

Source: (IBEF, 2017)

Organized Retail Penetration (ORP) in India is I@vper cent) in 2015
compared with that in other countries, such asliBe(85 per cent). This indicates
strong growth potential for organized retail in iendin 2019, it is estimated that
organized retail penetration share would reach é&gmt and unorganized retail

penetration would hold a major share of 87 per@@&iF, 2017).
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Table.3.3

Key Indian Organized Players in the Indian Retail Market

Players Investment Details

Pantaloon Retail Ltd Over 2 million sq ft of retail space spread overcgies
(Future Group venture) | with 65 stores and 21 factory outlets

Shoppers Stop (K Rahejg Over 3.21 million sq ft of retail space spread a2@r
Group venture) cities with 51 stores

Spencers Retail (part of | Retail footage of close to 1 million sq ft acro$s 4
RP-SG Group) cities with 200 stores

LifestyleRetail (Landmark| Approximately 15 lifestyle and eight Home Centre
Group venture) stores

74 Easy day stores with plans to invest about 2.5
Bharti Retail billion USD over the next five years to add abodit 1
million sq ft of retail space in the country

Reliance Retall 700 stores with a revenue of 7,600 crore INR
‘More’ 575 stores with approximate revenue of 2,000
Aditya Birla crore INR. Recently, purchased stake in Pantaloon
Retail

59 Westside stores, 13 Starbazaar hypermarketg@nd

Tata Trent Landmark bookstores

Source: Mediareports ,companywebsite
Factors Affecting Growth of Organized Retailing

Organized retailing is a recent development. It tie outcome of
socio—~economic factors. India is standing on tleghold of retail revolution. Retail
Industry, one of the fastest changing and vibradustries that has contributed to
the economic growth of our country. Within a veriz Bind Bytes (short span of
time, Indian retail industry has become the madsaeiive, emerging retail market in
the world. Healthy economic growth, changing derapfic profile, increasing
disposable incomes, changing customer tastes afidrpnces are some of the key

factors that are driving growth in the organizeiditanarket in India.
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1. Growth of Middle Class Customers

In India the number of middle class customer isagng rapidly. With rising
customer demand and greater disposable income ifl@s gpportunity of retail
industry to grow and prosper. They expect qualiydpcts at decent prices. Modern
retailers offer a wide range of products and valdded services to the customers.
Hence this has resulted into growth of organizethilneg in India. Growing
customerism would be a key driver for organizediléh India. Rising incomes and
improvements in infrastructure are enlarging cugiomarkets and accelerating the

convergence (meeting) of customer tastes.
2. Increase in the Number of Working Women

Today the urban women are literate and qualifideeyThave to maintain a
balance between home and work. The purchasing béltite working women is
different from the home maker. They do not havdigeht time for leisure and they
expect everything under one roof. They prefer dop-shopping Modern retalil

outlets therefore offers one store retailing.
3. Value for Money

Organized retail deals in high volume and are ablenjoy economies of
large scale production and distribution. They efiaté intermediaries in distribution
channel. Organized retailers offer quality produatseasonable prices. Example:
Big Bazaar and Subhiksha. Opportunity for profitraaits more and more new

business groups for entering in to this sector.
4. Emerging Rural Market

Today the rural market in India is facing stiff cpetition in retail sector
also. The rural market in India is fast emerginghssrural customers are becoming
guality conscious. Thus due to huge potential mlrcetailing organized retailers are
developing new products and strategies to satisfy serve rural customers. In
India, Retail industry is proving the country’sdast source of employment after

agriculture, which has the deepest penetrationrintal India.
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5. Entry of Corporate Sector

Large business tycoons such as Tata’s, Birla'sl Reliance etc. have
entered the retail sector. They are in a positmrpiovide quality products and
entertainment. As the corporate — the Piramals, Th&as, the Rahejas, ITC,
S.Kumar’'s, RPG Enterprises, and mega retailers@msis, Shopper’'s Stop, and
Pantaloons race to revolutionize the retailing@edintry of foreign retailers Indian
retail sector is catching the interest of foreiggtailers. Due to liberalization
multinationals have entered out country throughtjeentures and franchising. This
further is responsible for boosting organized fietgu

6. Technological Impact

Technology is one of the dynamic factors respomsior the growth of
organized retailing. Introduction of computerizati@lectronic media and marketing
information system have changed the face of ratailDrganized retailing in India
has a huge scope because of the vast Biz and Byaeket and the growing
consciousness of the customer about product qualidyservices. One of the major
technological innovations in organized retailings Haeen the introduction of Bar
Codes. With the increasing use of technology amebvation retailers are selling

their products online with the help of Internet.
7. Risein Income

Increase in the literacy level has resulted intoagh of income among the
population. Such growth has taken place not onihéncities but also in towns and
remote areas. As a result the increase in incoradduato increase in demand for
better quality customer goods. Rising income leagld education have contributed
to the evolution of new retail structure. Todaypple are willing to try new things

and look different, which has increased spendirmti@mong customer.
8. Media Explosion

There has been an explosion in media due to sat&levision and internet.

Indian customers are exposed to the lifestyle ainties. Their expectations for
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quality products have risen and they are demanadiiage choice and money value

services and conveniences.
9. Rise of Customerism

With the emergence of customerism, the retailecesa a more
knowledgeable and demanding customer. As the l&siegist to satisfy customer
needs, the growing customer expectation as fotoedetail organizations to change
their format of retail trade. Customer demand, emmence, comfort, time, location
etc. are the important factors for the growth ajamized retailing in India (Neeru
Jaswal & Shobhna Gupta, 2017).

3.2.4 Product Categories

* Food & Grocery

* Apparel

o Jewellery

* Customer dubarbles & IT
* Pharmacy

* Furniture & Furnishing

* Footware and others
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Figure 3.8
Furniture ang>€8Ment wise contribution in organized retailing
furnishing3.60%

Pharmacy2.70%
Consumer
durables 5.20%

Jwellery 8.00%

Footware 1.20% Others5.40%

Apparel 8.70%

a) Food & Grocery

The Indian food and grocery sector is the sixtigdat retail industry in the
world. Though with a population of a billion and a middlass population of over
300 millions organized retailing (in the form ofofb retail chains) is still in its
infancy in the Country. India has been rather siojoining the Organized Retall
Revolution that was rapidly transforming the ecoresrin the other Asian Tigers.
This was largely due to the excellent food retgilsystem that was established by
the traditional stores that continue meet with #le requirements of retalil
requirements albeit without the convenience of shepping as provided by the
retail chains; and also due to the highly fragmerid@d supply chain that is cloaked
with several intermediaries (from farm-processatithutor- retailer) resulting in
huge value loss and high costs. This supplemeni#d lack of developed food
processing industry kept the organized chains dutthe market place. The
correction process is underway and the systemé&eirg established for effective
Business-to-Business (farmer-processor, processaitar) solutions thereby

leveraging the core competence of each playerarstipply chain.
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Spread of Food and Grocery Organized Retailing inndia

Organized retailing is spreading and making itssenee felt in different
parts of the country. The trend in food and grocestailing, however, has been
slightly different with a growth concentration ihet South. Though there were
traditional family owned retail chains in South imduch as Nilgiri's as early as
1904, the retail revolution happened with variousjon business houses foraying
into the starting of chains of food retail outletsSouth India with focus on Chennai,
Hyderabad and Bangalore markets, preliminarily. the Indian context, a
countrywide chain in food retailing is yet to beaddished as lots of Supply Chain
issues need to be answered due to the vast exphtise country and also diverse
cultures that are presef\fijay Anandl & Vikram NambiarYhe food and grocery
segment enjoys the majority market share and withain consistent over the
forecast period, as it serves one of the major siéadevery household. Improving
living standards, a strong desire for a healthgstiyle, and a rising affluent middle
class population have influenced the overall mark&ny rural and low income
customers in India still consume loose and unpasttdgod and groceries; however,
as more customers turn towards packaged food awdges, the market will grow
significantly. Demand for luxury and ready-to-eabd items will result in higher
spending on food and groceries.It comprises ofrargal and traditional sector. The

organized retail segment for food & grocery is aste for 63% of all organized

retail.
Table 3.4
Associated Aspects in Food and grocery Retailing
Format Type Likes Dislikes

Store

* Space

* Choice * Large and overwhelming
Hyper market * Value » Budgets goes awry

* Range * Not for urgent needs

» Exploration

* Payment modes
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Format Type Likes Dislikes

* Reliable

» Acceptable variety
Super market * High quality

« Fixed prices

» Convenience

* Limited choice
* Limited product Line

.Low price
* Reliable
. *Acceptable variety | » Limited choice
Discount stores . : _ .
* High quality * Limited product Line

* Fixed prices
* Convenience

*Urgent needs
* Quick & Daily  Very limited choice

Traditional retail stores | dose in small » Absence of touch & feel  Lack
Packages of schemes & promotion

* Less travel time

Food and Grocery Retail Formats in India

Food and grocery retail in India exceeds US$29%bhil. Food and grocery
comprises of 97% of traditional retail and 3% ofamized retailing.The Figure 3.9

shows the food and grocery retail formats in India.

Hyper market
Organized(3%) +—» Super market
Discount stores

/ Convenience store

Food and Grocery
retail

\

General store

Grocery store
Traditional(97%) {—» vegitable store

Fruit seller

Figure 3.9: Food and Grocery retail formats in India
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Key Drivers of Food and Grocery Retail Market
The following are the key drivers of food and grmcretail market,

Increasing working and young people
Urbanization

Increasing disposable income
Economic growth

a kr 0N e

Diversifying into multiple cuisines in tune Witchanging customer

preferences

o

Growth of tourism industry
7. FDI in multi brand retail sector

Challenges of Food and Grocery Retail Market
The following are the challenges of food and grgcetail market,

Poor distribution network
Lack of cold chain (Food wastages accounts 20%)
Increasing capital cost (Real estate, eletyripiort facility)

Price sensitive

a r 0N e

Changing food habit
The Major Players in the Organized Food and GroceryRetail Industry in India
HYPERCITY

Shoppers Stop Limited has acquired a majorityesiak51 percent equity
share capital in Hypercity Retail (India) Ltd, thusking it a subsidiary of Shoppers
Stop Ltd. 30 Hyper City operates 12 stores onees&ach in Ahmedabad, Pune,
Ludhiana, Amritsar, Bhopal, Jaipur, Navi Mumbai atiytlerabad and 2 stores each

in Mumbai and Bengaluru. (www.hypercity.com).
BHARTI RETAIL:

Bharti Retail Ltd is a wholly owned subsidiary ©edar Support Services

Ltd which belongs to the Bharti Group of companiéis.owns and operates
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neighborhood stores called Easy day and compaarimgrket stores called Easy
day Market. The neighborhood format stores offerartban 3,000 products at the

lowest prices. The first Easy day store was lautidneLudhiana and Easy day

Market in Jalandhar, in the year 2008. Currenthgré are over 210 stores across
Punjab, Haryana, Uttar Pradesh, Uttarakhand, MadRyadesh, Rajasthan,

Himachal Pradesh, Chhattisgarh, NCR Delhi, Jamnaukashmir, Maharashtra and

Karnataka (https://www.easyday.in).

RELIANCE FRESH:

Reliance Fresh is the convenience store format lwliccms a part of
Reliance Retail Ltd (RRL) of its parent company li&&ee Industries Ltd (RIL).
RRL was set up in the year 2006 to lead Relianceufs foray into organized
retail. Presently, it has grown into an organisatibat caters to Millions of
customers, thousands of farmers and vendors. Religresh now operates 1,691
stores across the country. These stores sell firesis and vegetables, staples,
groceries, fresh juice, bars and dairy productgpwww.ril.com/html /business/

business_retail).
D-MART:

D-Mart is a one-stop supermarket chain that aimsffier customers a wide
range of basic home and personal products underomfieEach D-Mart store stocks
home utility products - including food, toiletriefheauty products, garments,
kitchenware, bed and bath linen, home applianced @ore - available at
competitive prices that our customers appreciate. €dre objective is to offer
customers good products at great value. D-Mart staged by Mr. Radhakishan
Damani and his family to address the growing neefisthe Indian family.

(http://www.dmartindia.com/about-us).
BIG-BAZAAR:

Big Bazaar is an Indian retail store that operatea chain of hypermarkets,
discount department stores, and grocery stores.rétadl chain was founded by

Kishore Biyani under his parent organisation FutGmup, which is known for
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having a significant prominence in Indian retaildashion sectors. Big Bazaar is
also the parent chain of Food Bazaar, Fashion gtBizaar (abbreviated as FBB)
and eZone where at locations it houses all under roof, in outlets like Brand
Factory, Home Town, Central, eZone, etc. 33 Foundeke year 2001, Big Bazaar
is one of the oldest and largest hypermarkets obfaindia, housing about 250 plus
stores in over 115 cities and towns across the tcpuhttps://en.wikipedia.org/

wiki/Big_Bazaar).
SPENCER’S RETAIL:

Spencer’s Retail has been part of the Indian rédailscape since the year
1863 and was originally set up by Mr. John Willi&@pencer. It acquired Indian
ownership in the 1960s, and became part of the &EP@&p in the year 1989.
Initially, in the year 1920, they started off agracery chain; in the year 1980, they
became the first supermarket chain; and in the €&, they converted into a
hypermarket chain. Presently, Spencer’s operata® itihan 200 stores across 35
cities in India and offers customers the followirggail formats: - Convenience
stores, called Spencer’s, which cater to the dailgy weekly top-up shopping needs
of consumers. -Hypermarkets, called Spencer's Hypehich combine a
supermarket with a department store and store caewvarage, 70,000 items, giving
shoppers fantastic deals across food, fashion, hoamel entertainment

(http://www.spencersretail.com)
ADITYA BIRLA RETAIL:

Aditya Birla Retail Ltd is the retail arm of AdityBirla Group, a US$ 41
Billion corporation. The company ventured into foadd grocery retail sectors in
2007 with the acquisition of a south-based supétatarthain. Subsequently, Aditya
Birla Retail Ltd expanded its presence across thewty under the brand ‘more.’
With two formats— Supermarket and Hypermarket. More caters to thb,da
weekly and monthly shopping needs of consumers.eMbegastore is a one-stop
shopping destination for the entire family. More ddstore also has a strong

emphasis on general merchandise, apparels and TDiTently, 16 hypermarkets
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operate under the brand more Megastore (http:/\adtyabirla.com /businesses/

Profile /aditya-birla-retail-limited)
FUTURE RETAIL:

Future Retail Ltd serves customers in 95 citieosgithe country through
around 10 Million square feet of retail space. FaitRetail is the flagship company
of Future Group, India’s retail pioneer cateringth@ entire Indian consumption
space. Through multiple retail formats, it conneetsdiverse and passionate
community of Indian buyers, sellers and busines86sThe collective impact on
business is staggering: Around 300 Million custasnealk into the stores each year
and choose products and services supplied by @603 small, medium and large

entrepreneurs and manufacturers from across Ihtt@/{www.futureretail.co.in).
b) Apparel Industry

Fashion & apparel market in India will grow at eosg pace through 2011-
2015. Growth is being driven by demand from yound middle class customers,
with fashion that is fresh, stylish and aggressiyeiced to suit the value-conscious
market expected to sell well. In India demand ipeeted to grow at 9.5% in 2011.
Despite slowing economic growth & high inflationighsegment will expand.
Demand will stay strong, growing at between 8.29817% for the rest of the
forecast period and will almost double from US$968llion in 2010 to US$ 13.32
billion in 2015.50 However, the retailers of reamywear garments will find the
environment highly competitive, while the custoror(fraditional clothes) of buying

cloth and having clothes tailored will remain prieve.
c) Footwear Retailing

India is the second largest footwear manufacturehe world, next only to
China. Nearly 58 percent of the industry, whiclbysand large labour intensive and
concentrated in the small and cottage industryosgctemains unbranded. However,
as part of its effort to play a lead role in thelal trade, the Indian leather industry
is now focusing on key deliverables of innovatiesign, state-of-the-art production

technology and unfailing delivery schedules.
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d) Pharma Retailing

The Indian pharmaceutical market is one of theefsgirowing markets in
the world. With a current valuation of approximgtelSD 11 billion, it is likely to
be valued at USD 20 billion by the mid of this ddea In India, retail
pharmaceutical sector is highly fragmented, andritional sector dominates this
space commanding over 97% of the total market sl@wver the last few years, the
total retail pharmacy market has been growing a\erage of 18% per annum, and
is anticipated to grow by even higher numbers ia thture. Organized retail
pharmacy however, as a subset, has been growiag atverage of 25%, and is

expected to grow between 35-40% in this next decade
e) Jewellery Retailing

India was one of the first countries to start mgkime jewellery from
minerals and metals and even today, most of theliery made in India is hand
made. The industry is dominated by family jewellerio constitute nearly 96 per
cent of the market. The country at present hasadl $mt growing organized sector.
Organized players such as Tata with its Tanishgdyraave, however, been growing
steadily to carve a 4 per cent market share. Im@dia the first country to introduce

diamonds to the world, the first to mine, cut antigh them as well as trade them.
f) Furniture Retall

The global furniture market can be broadly catexgatiinto four categories -
domestic furniture, office/corporate furniture, délofurniture and furniture parts.
Globally, domestic furniture accounts for 65 pentoaf the production value, whilst
corporate/office furniture represents 15 per céwotel furniture 15 per cent and
furniture parts 5 per cent. According to a WorlchBatudy, the organized furniture
industry is expected to grow by 20 per cent evearyA large part of this growth is
expected to come from the rapidly growing custommarkets of Asia, implying
significant potential for growth in the Indian future sector.
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g) Customer Durables Market

Driven by young population access to disposablenmes and easy finance
options, the customer market has been throwingtaggering figures, as a result
India’s customer market is riding the apex of tloeirdry’s economic boom with
65% market share. The growing class of middle Inslitne major target of MNCs
that offer superior technology to the customersre@ag Indian companies compete
on the basis of firm grasp of the local marketjrtiaeell acknowledged brands and
hold over the wide distribution market. It has h@eoeasy for Indian customers to
afford more expensive customer goods, with the gerexe of concepts such as
quick and easy loans, zero equated monthly instaitr(EMI) charges, loan through

credit cards, loan over phone (Dinar Fathima, 2013)
3.2.5 Foreign Direct Investment

Until 2011, Indian central government denied fomeidirect investment
(FDI) in multi-brand retail, forbidding foreign gups from any ownership in
supermarkets, convenience stores or any retaiktsutEven single-brand retail was
limited to 51% ownership and a bureaucratic pracesdNovember 2011, India's
central government announced retail reforms foh lmotilti-brand stores and single-
brand stores. These market reforms paved the wayrdiail innovation and
competition with multi-brand retailers such as Waittn Carrefour and Tesco, as
well single brand majors such as IKEA, Nike, andpkp The announcement
sparked intense activism, both in opposition andsupport of the reforms. In
December 2011, under pressure from the oppositoiian government placed the
retail reforms on hold till it reaches a consensurs.January 2012, India approved
reforms for single-brand stores welcoming anyonthéworld to innovate in Indian
retail market with 100% ownership, but imposed thgquirement that the single
brand retailer source 30 percent of its goods frimdia. Indian government
continues the hold on retail reforms for multi-bifastores. In June 2012, IKEA
announced it has applied for permission to invés® ®illion in India and set up 25
retail stores. Fitch believes that the 30 perceqtirement is likely to significantly

delay if not prevent most single brand majors frearope, USA and Japan from

138



opening stores and creating associated jobs iraIn@n 14 September 2012, the
government of India announced the opening of FDhiniti-brand retail, subject to
approvals by individual states. This decision hesrbwelcomed by economists and
the markets, however has caused protests and aeawgihin India's central
government's political coalition structure. On 2€p&mber 2012, the Government
of India formally notified the FDI reforms for sitggand multi brand retail, thereby
making it effective under Indian law. On 7 Decemi#012, the Federal
Government of India allowed 51% FDI in multi-branekail in India. The Feds
managed to get the approval of multi-brand retaithe parliament despite heavy
uproar from the opposition. Some states will allboveign supermarkets like
Walmart, Tesco and Carrefour to open while othatest will not (Monoj Kr.
Chowdhury, 2016)

Table .3.5

Key Foreign Players in the Indian Retail Market

Players Investment details

S

IKEA, the global retailer in home furnishing spatas bagge
the approval of Indian government for investing INEB5 billion
for setting up home furnishing stores in india iajW2013. IKEA
plans to open 10 stores in Indian in the first #arg.

IKEA

French sports goods retailer planning to enterltiggan retail
Decathlon space through single brand stores. It is alreaéggmt in indig
through the cash and carry format.

Luxury player Compagnie Fianciere Richemont SA Isoa
planning to enter India and has applied for apdravaanuary,
2014. Planto invest INR 30.54 cores in first phaeentry in
India

Richemont

Pavers England, the UK Based footwear retailer oras of the
Pavers England| first player to enter India with plans to investRNd82.6 million

in India.
. US based accessories retailer plans to invest driNR 20 cores
Fossil Inc. . .
in India.
The French cookware retailer, plan to open shoghaps in
Le Cresset hypermarkets and department stores, and franclupeeations
across India.
Eorever 21 The US apparel retailer plans to invest INR 305cA®es over

the next few years.

Source: News articles, KPMG website
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Regulatory Framework for FDI
Indian companies can receive FDI under two routes

1. Automatic Route — It does not require priorrappl either of Reserve Bank
of India (RBI) or government. It is allowed in alttivities / sectors except where the
provisions of consolidated FDI policy paragraph-a&ntry route for investment
issued by government of India from time to timatsacted.

2. Government Route —Government route means ivasiment in the capital
of resident entities by non-resident entities camiade only with the prior approval
from FIPB, Ministry of Finance or SIA, DIPP as tteese may be. FDI in sectors, not
covered under automatic route requires prior apgro¥ the government which is
considered by Foreign Investment Promotion BoardPBl;, Department of
Economic Affairs, and Ministry of Finance.

Following Sectors Require Prior Approval of Governnent of India.

a. Sectors prohibited for FDI - retail tradingttéoy business, atomic energy,
gambling and betting, business of chit fund, adnure and plantation, nidhi

companies, housing and real estate business.
b. Activities that require industrial license

C. Proposals in which the foreign collaboratos kaisting financial / technical

collaboration in India in the same field.

d. Proposals for acquisition of shares in astexg Indian company in financial
services and where Securities Exchange Board o& I(8EBI) regulation,
1977 is attracted.

e. All proposal falling outside notified sectonablicy in which FDI is not
permitted.

(Source: Ministry of Commerce & Industry, GOI).
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Section C
3.3. Retail Strategies
3.3.1 Introduction

Retailing today is at a fascinating crossroads.tif@none hand, retail sales
are at their highest point in history. Wal-Martnew the leading company in the
world in terms of sales-ahead of Exxon Mobil, GaheMotors, and other
manufacturing giants. New technologies are imprgvetail productivity. There are
lots of opportunities to start a new retail busgies work for an existing one-and to
become a franchisee. Global retailing possibilitsund. On the other hand,
retailers face numerous challenges. Many custoarer$ored with shopping or do
not have much time for it. Some locales have tomyrstores, and retailers often
spur one another into frequent price cutting (aod profit margins). Customer
service expectations are high at a time when metalers offer self-service and
automated systems. At the same time, some retadarain unsure what to do with
the Web; they are still grappling with the emphasiplace on image enhancement,
customer information and feedback, and sales tcéinsa. These are the key issues
that retailers must resolve: "How can we best semwecustomers while earning a
fair profit?" "How can we stand out in a highly cpetitive environment where
customers have so many choices?" "How can we grovbusiness while retaining

a core of loyal customers?”.

Retail strategy indicates how a retailer plans dou§ their resources to
accomplish their objectives. It influences theaillets business activities and
response to market forces such as competitiontaedonomy. The following are

the six steps involved in the development of ailrsteategy:

Defining the business of the firm in terms aéatation a particular sector

2. Setting short-term and long term objectives widgard to image and
profitability.
3. Identifying the target market towards which icedt organizational efforts

on the basis of the customer's profile and needs
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Deciding the broad direction the company must ia the future.
Implementing an integrated plan that encompaalééise aspects of retailing
like pricing, location, and channel decisions.

6. Evaluating and revising the plan depending @enrthiture of the internal and
external environment (Chettan Bajaj, 2005)

Based on product categories the retail sector septe a variation in the
level of development and preference for the form@ttegories of product differ in
terms of level of risk, percentage share of markatsl relevance for the customer,
and the expectations of customer service. Besiigs they also vary in terms of
cost of operations and investments required bydtaler, the margins available to
him, the nature of competitive environment, and toenplexity of supply chain
(Dinar Fathima, 2013).

3.3.2 Retail Mix

Retail mix describes how major factors like pricel anerchandise are trade
off against other retail factors like service, lbea, marketing communication,
quality and store’s ambience to form an overallrestonage, create value for

customers and produce profit for the retailer.

/\

Figure 3.10: Retail mix
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While developing a retail marketing strategy, tharketing manager can use
these elements to design final retail managememgram They are briefly explained

below:
<+ Service

In retailing, the word service describes pleesonal attention and amenities
a store provides to its customers. Most storeg afféeast some services. The help
of a trained sales staff, for example adds valuedstomers. Other types of services
provided by retailers include credit facilities,texded financing, gift — wrapping,

installation, maintenance and customising to sulividual customer requirements.
« Location

This is the most important factor in a retailingciden. People will always
look for location choice before going to a stor@ei though today’s customer is
highly mobile, the convenience of the locationti ene of the top criteria people
use in choosing where to shop. This is especiallg for fast moving customer

goods and durables business.
« Ambience

Most successful stores have good ambience wihftiact the environment
both outside and inside the store, such as windeplay, signage, décor, furniture,

store layout, lighting, sounds, etc.
% Marketing Communication

A store’s image as well as other information alibe merchandise for sale is
communicated largely through advertising and imesfgromotional materials. The
store front and display windows, store layouts ametchandise display help gain
customer enthusiasm, present a fresh look, intedwew product categories and

reflect changing seasons and themes.
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+« Pricing

Pricing refers to a retailer's comparative sggtevith respect to competitiors.
Various pricing methods like prestige pricing, catifive pricing and penetration

pricing, etc are there to attract target customers.
s Perceived Quality

Service, location, marketing communication, merclsa selection and price
all come together when customers make a decisiontajuality and what to buy.
The overall impact of these factors is reflectedthe perceived quality of the
product. Customers generally try to get the bestliyjuthey can afford (panda,
2009).
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3.3.3 Strategies Adopted by Indian Retailers

The Figure 3.11 shows the strategies adopted barinétailers.

® Most retailers have advanced off-season sales

Offering discount from 15 days to a month with discounts of 20-70
per cent on certain products

eHigher discounts and other value-added services

eCertain retailers adopt ‘first price right” approach.
Retailers do not offer discounts under this
strategy

Lowering price

® Companies offer innovative value-added
services, such as customer loyalty programmes
and happy hours on shopping deals. Offers for
senior citizens, contests for students, and
lottery gains are now very common

] ] *To keep customers on shop floors for a longer time
and increase conversions, retailers are now pitching
to partner with manufacturers, service providers,
financial companies, etc. to create a buzz around
certain product categories
e|Innovative solutions like performance
i i management, frequent sales operation
Offering value-added services management, demand planning, inventory
planning, production planning and lean systems
can help retailers to get advantage over

competitors

*To diversify the product offerings and tab the
growing luxury retail segment, retailers are

forming joint ventures with foreign luxury brands.
Joint Ventures Reliance Brands Ltd. formed a joint venture with
Bally, a Swiss luxury brand, to exclusively market

its products in India

Figure 3.11: Retail strategies adopted by Indian rilers  Source: IBEF, 2017
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3.3.4 Competitive Positions of Large and Small Reilars

The table 3.7 shows the Competitive Positionsrghnized and traditional

retailers.

Table

3.6

Competitive Positions of Large and Small Retailers

Selected bases for Evaluation

Who has the advantage

Division of labour and specialisation of
management

Large-scale retailers-their biggest
advantage

Flexibility of operations - Product
selection, store design, services offered

Small retailers - their biggest advanta

Je.

Buying power

Large retailers buy in bigger quantities

and thus get lower wholesale prices.

Access to desirable merchandise

Large retailers promise suppliers access

to large number of customers.

Development and promotion of retailer's
own brand

Large retailers.

Efficient use of advertising, especially in
city-wide area

Large retailers’ markets match better
with media circulation

Ability to provide top quality personal
service

Small retailers, if owners pay persona
attention to customers.

Opportunity to experiment with new
products and selling methods

Large retailers can better afford the rig

5k

Financial strength

Large retailers have resources to gain
some of the merits noted above

Public image

Small retailers enjoy public support ar
sympathy

d

Source: S.K Baral and S.C. Bihari, 2010

Small retailers face a variety of difficulties amdany fail. The strong

economy during the second half of the 1990s hekredll merchants hold their

own, however. In fact the number of failures wawdo than last decade and just
below the level at the start of the decade (S.KaBand S.C. Bihari, 2010).
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Section D

3.4 Customers Purchase Behaviour
3.4.1 Introduction

Customer buying behaviour or purchase behavior meare than just how
an individual buys products. Marketing efforts #fere also focus on customer’s
consumption of services, his activities and idéasxplains the set of decisions that
a customer makes while buying (Hoyer, 2004). lingportant to know customer
reaction towards different products, their featuprece, and advertisement pattern,
in order to ensure strong competitive advantagestddoer Behaviour is also
explained as the process and activities peoplg carwhile selecting, searching for,
buying, using, evaluating and disposing of produmtsservices which results in

satisfying their needs and desires. Customer betaailows a number of things-

. It opens up opportunities for estimating demand,

. Measures behaviour in society, brings a cleadewstanding about how

brands behave,

. Forecasts how the company can serve their exgeanistomers in the most

efficient manner,

. It is the base for the individual to come indonbs of one’s own expenditure.
In fact, the study of customer behaviour is rekdiiva rich science that
includes elements from psychology, marketing, eognpcustomer politics

and many other fields of scientific research (Amdes and Raaij, 1998).

To understand the customer behaviour in a broattegb as much as
possible, is best to build a systematic and reprtasive illustration on the matter as

shown in Figure: 12 below.
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Culture

Supply and
demand

Demographics

Innovations

Cultural environmrnt influencing

customer
subcultures,values,life style,identity

Reference group

Categorizatio

Media usage

Orientaion

Mental concepts explaining customer
behaviour
,Social
norms,learning.meaning,objectives,attitude,
decision making,needs,goals

Situation

Shopping

Financial
behaviour

Actual conception behaviour
Orientation.purchase,usage,disposal,consumptio
n scale,cost and benefit of the behaviour

Household prod

Purchase after effects
Complaints,customer
satisfaction,attribution,consiquences of
behaviour

Fig.3.12: Elements of Consumer Behaviour
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3.4.2 Factors Influencing Consumer’s Behaviour
* Cultural Factors

Culture is developed out of values, ideas, attsuded other meaningful
symbols that allow any human being to communicatierpret and evaluate as a
member of society (Blackwell et al, 2001). It i® ttnain reason behind a person’s
wants, desires and behaviour. Although, differemtiad groups have their own
culture that usually affects consumers buying behaybut the extent to which this
factor influences the behaviour varies from couritrycountry, region to region.
Each cultural group can be divided into small gowonsisting of people with
common life experiences and similar situations) &lsown as subcultures (Kotler et
al., 2005), such as nationality, racial groupsgreh, and exact geographic regions.
The cultural factor is social class, it containge thariables like education,
occupation, income, and wealth (Blackwell et ablQP)7. Every culture has smaller
groups who share the same values and beliefs daoenminon life experience and
situations. These groups play a vital role for retgks since many of these

subcultures make up an important segment of th&ehékotler, 2001).
* Social Factors

The second important factor affecting consumer ielia is social groups,
which are made up of small groups, social roles samde social status. Some of
these groups have a direct influence on an indalitwyer, i.e. membership of an
individual in particular groups, groups that a pargan belong to (Kotler, 2005),
and reference groups which serve as direct or e@ntlipoints of comparison or

reference in forming a person’s attitudes or bgl{@gfrmstrong, 2005).
* Personal Factors

Various personal characteristics such as buyers @gripation, financial
situation, lifestyle, personality and self concefsto influences a lot on the buyer's
decision (Kotler 2001). Shifting in person’s demdodproducts mainly depends on
the occupation and financial situation, as welthes particular stage in the life. An

individual's lifestyle affects his or her activiiginterests, and opinions and also
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affects the choice of products (Armstrong et al020. Moreover, all people are
individuals; hence have a unique personality ofed#nt characteristics, which is
often depicted with traits, such as sociability,lf-senfidence, autonomy,
defensiveness, adaptability, dominance and aggerssss etc. (Blackwell, 2001).
Values are believed that describe preference armgbesti a choice between
appropriate and inappropriate behaviour has deeédlap List of Values (LOV)
which consists of total nine internal and extermalues usually possessed by
consumers (Gutman et al., 1982).

. External values: It includes a sense of belagpgbeing well respected and
security.
. Internal values: It deals with self fulfilmentxcitement, sense of

accomplishment, self respect, fun and enjoymentvaardch relationships.
 Psychological Factors:

This group is constituted of four major factorgrgeption, specifically
motivation, attitudes, learning and beliefs. Whepeason is motivated, he or she
acts accordingly and the actions taken over aexctdtl by the person’s perception
of the particular situation. Perception is an indisal ability of selection,
interpretation of the information and organizatiwhich flows through the person’s
senses, and consequently a meaningful picture ef vilorld is formed. The
experience of new things, brings changes to a p&rdeehaviour. As a result, new
beliefs and attitudes are acquired and hence affihet normal buying behaviour
(Armstrong, 2005).

» Consumer Motivation, Ability and Opportunity Camser behaviour is largely
influenced by the amount of effort consumers pub itheir own consumption
behaviour and decisions. Efforts which a consunegrecally puts in search of any

information is greatly affected by following thramportant factors:
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(&) Motivation:

The first step in consumer purchasing process fntband recognition of
need or motivation, where consumer realizes thairhghe has need for something
or else It reflects an inner psychological stateawékening that directs the motive of
the consumer to engage in goal relevant behaviodidatailed decision making, for
example If one likes a jacket in a shop then onalevtbok at the product attributes

as well as relate with the information or style g¥hthey have in their own mind.
Motivation is enhanced, when consumers regard gongeas-

. Personally suitable
. Consistent with their values, goals and needs,
. Risky and
. Moderately inconsistent with their prior aitie (Hoyer 2004).

Higher motivation usually makes consumers to dogiwillingly which are
closely related to their set goals, e.g. if onedassion or aim to buy clothes which
are fashionable as well as gives confidence at wptake as soon as such a style
comes in front of their eyes, they immediately gothat type of clothes. Motivated
people pay more attention and think about theitgyadhey examine the information
critically relevant to the same and they try to eember the information for further
use. Personally relevant information or things afsotivate consumers. Health
product or ladies cosmetics are the best examppganfuct to get a broad view on
motivation in relevance to personally relevant piid. Consumers have different
various specific kinds of needs behind the purchislseslow grouped these different

consumers’ needs into five broad categories; (H®@04)

. Physiological (Such as the need for water,f@odl sleep),

. Safety (This includes the need for protectidrel®r and security),

. Social (It has the need for friendship, accepdaand affection),

. Egoistic (These are the need for self esteenestige, success and

accomplishment) and
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. Self actualization (This mainly deals with theed for enriching experiences

and self fulfilment).
(b) Consumer Ability

Ability refers to consumers' skills or proficiensien interpreting brand
information in an ad. The availability and accei$ybof brand-relevant knowledge
structures provide the foundation for processingjtgbHence, high ability implies
that prior knowledge necessary to interpret bramfdrination is present and is
accessed (Alba and Hutchinson 1987).

(c) Consumer Opportunity

Opportunity is defined here as the extent to whigtractions or limited
exposure time affect consumers' attention to bramfiokmation in an ad. High
opportunity implies that the amount of attentioloedted to brand information is not
impeded. The focus on distraction and limited exp@sime is consistent with other
discussions of opportunity (Batra and Ray 1986)

(d) Perception

Perception is defined as “How a person sees thédvewound him”. Two
individuals may subject to the similar situationdan the same conditions, but the
way they recognize, organize and interpret stinsudintirely different. Perception is
an individual's own process based on their cognjtineeds and requirements,
values, expectations and likes/dislikes (SchiffmB®87)12. A motivated person is
ready to act in one or other way. The action oeesgn is influenced by his or her
perception towards the situation. Perception ocedren information is processed
by one of our five major senses: vision, heariagtd, smell and touch. Intensity
and music are other important aspects of auralusitifaste perceptions are critical
for some products and can vary across various regltHoyer, 2004)11. In Iran,
people prefer to use maximum black colour or astl@asmall piece of black fabric
on their body while in Saudi Arabia, people preferuse maximum time white
clothing. Individuals try to act and react mostlythe basis of their perceptions and

less on the basis of the objective reality. Thas, rharketers, the perceptions of
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consumers are more important than their knowledgdjective reality. Individual’s
decisions and actions are based on what they perdei be a reality. Thus,
marketers should understand the whole conceptrokpt@on and its related motions
so that they can readily determine various facidreh influence consumers to buy
goods or services (Kelley, 1950)13. Consumer’'s ctiele of stimuli from the
environment is based on the interaction of thepeekations and motives. People
usually perceive things they need or want, andkbtbe perception of unwanted or
unfavourable stimuli (Hornik, 1980)14. The interateon of stimuli is mostly
subjective and is depended on what the consumercexfo see in light of its earlier
experience, its motives and interests at the timheesception. The clarity and
originality of the stimuli itself plays an importanole in that interpretation. The
distortion of an objective interpretation is maiulye to the physical appearance, the
first impression and stereotypes (Kelley, 1950).

3.4.3 Planned Behavioural Theory

The Theory of Planned Behavior (TPB) predicts atividual's intention to
engage in a behavior at a specific time and plagasits that individual behavior is
driven by behavior intentions, where behavior ititers are a function of three
determinants: an individual's attitude toward bebgvsubjective norms, and
perceived behavioral control (Ajzen, 1991).

Attitudes towards
behavior

Behavioral
intention

Subjective norms

Percieved behavioral
control

Fig.3.13: Key Concepts and DimensionsSource: Ajzen, 1991
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A. Behavioral Intention

This is a proxy measure for behavior. It represengerson’'s motivation in
the sense of her or his conscious plan or decitioperform certain behavior
(Conner & Armitage, 1998). Generally, the strong thtention is, the more likely
the behavior will be performed.

B. Attitude toward Behavior

This refers to the degree to which a person hagiy® or negative feelings
of the behavior of interest. It entails a consitleraof the outcomes of performing

the behavior.
C. Subjective Norm

This refers to the belief about whether significatiters think he or she will
perform the behavior. It relates to a person’s g@etion of the social environment

surrounding the behavior.

Perceived Behavioral Control This refers to théividual’'s perception of
the extent to which performance of the behavia@asy or difficult (Ajzen, 1991). It
increases when individuals perceive they have mesmurces and confidence
(Ajzen, 1985; Hartwick & Barki, 1994; Lee & Koz&005)

The theoretical background relating to Indian tetsactor discussed in the
present chapter. The next section starts with tiayais of the work, which was
presented in objective wise. The next chapter gttedhto find out impact of

organized retailers on traditional retailers in &ar
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Chapter 4

Impact of Food and Grocery Organized
Retailers on Traditional Retailers in Kerala
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4.1 Introduction

Analysis and interpretation are censtaps in the research process. The aim
of the analysis is to organize, classify and sunmeahe collected data, so that they
can be better comprehended and interpreted to ajigevers to the questions that
triggered the research. Interpretation is the $&edoc the broader meaning of
findings. Analysis is not fulfilled without interptation; and interpretation cannot

proceed without analysis. So, both are inter depend

In the previous chapter, a theoretiealiew of the concepts of changes in
retail market, impact of organized retailers, stjéds adopted by retailers and
customer attitude towards organized and traditioatdilershave been narrateth
addition to this, an overview of the retail marketpecially the retail sector in India
has done. It also covers the government policiéste@ to retail sector in India
including FDI.The first specific objective of thegsent investigation is to analyse
the impact of organized retailers on traditionahiters with special reference to
food and grocery sector. In order to fulfil this@diive, distant wise comparison has
been attempted. Three distance criteria are uséusrstudy, Nearest, Around and
Far away. For this purpose data have been colldoted 475 retailers from largest
three cities in Kerala (Kozhikode, Trivandrum andcKi). Samples are selected by
using Stratified Random Sampling Method with théphef a pretested structured
guestionnaire. The data have been analysed withhéhe of mathematical and
statistical tools like Percentages, Averages, Camapte t test, Chi square test of

Independence, Correlation, Regression and One WH)\AA.

For the purpose of discussion, the drajg divided into three sections.
Section A deals with the profile of the sample iteta and section B is concerned
with the impact of organized retailers on profitistomers and employment and
section C deals with the facilities and servicesvjgted by traditional retailers and

survival strategies adopted.
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Section A
4.2 Profile of Respondents

Before entering into the analysis basedobjectives, it is quite relevant to
examine a profile of the selected sample resposddtie sample size of this study
is 475 traditional retailers from largest threeedstin Kerala. The profiles of sample

respondents are given below.
4.2.1 Distance -wise Classification of Sample Respuitents

In order to ensure that the sample aditional retailers drawn extends over
the entire catchment area of organized retailedistance criterion was used to
select traditional stores which are “The nearesidd a‘Around” from cluster and
“Far away” from out of cluster. Using the standardustry norms, the catchment
area for organized retailers in cities in Indidive kilometres. The table 4.1 shows

the distance wise classification of the selectedpda respondents.

Table 4.1

Distance-wise Classification of Sample Respondents

Distance Number Percent
Nearest 219 46.1
Around 181 38.1
Far away 75 15.8
Total 475 100.0

Source: Survey Data

From the table 4.1, it is clear thaif of 475 sample respondents taken for
the analysis, 219 (46.1%) respondents are from rib@rest area, 181(38.1%)
respondents are from around and 75 (15.8%) ane flao away. They symbolize the
traditional retail sector in the study. Thus a ltafad 75respondents are selected for

the study.
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4.2.2 Demographic Profile of the Respondents

The section 4.2.2 represents the dembgrgpofile of the sample respondents,

which comprises the age and educational qualiboatvise classification of traditional

retailers.

Table 4.2

Age of Owner

Age of owner (Years) Number Percent
20-35 92 194
36-45 188 39.6
46-65 130 27.4
more than 65 65 13.7
Total 475 100.0

Source: Survey Data

It is seen that 39.6 percent of th@oesents are in the age group of 36-45
years, 27.4 percent of respondents are in the ey @f 46-65 years, 19.4 percent

of the respondents are in the age group of 20-85187 percent of respondent are

in the age group of more than 65.

Table 4.3

Educational Qualification

Educational qualification Number Percent
No formal schooling 108 22.7
Up to 5 th standard 75 15.8
Up to 10th standard 185 38.9
Up to 12th standard 87 18.3
Graduate 20 4.2
Total 475 100.0

Source: Survey Data

The table 4.3 shows that, about 38.9 gegrof respondents have up to 10th
standard qualification followed by no formal sctingl(22.7%), up to 12 standard

(18.3%) and up to'5standard (15.8%). Only 4.2 percent of the respotsdare

graduate.
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Section B
4.3 Stores Profile

The section B represents the profile of the sanalditional stores, which
comprises the type of stores, year of startinge typbusiness and size of store from

the nearest,around and far away separately.
a) Type of Stores

Traditional food and grocery retail storinclude grocery stores, general
stores and vegetable stores. The table shows fleedfytraditional retail stores on
the basis of distance criteria.

Table 4.4

Type of Stores

Distance from organized retail store
Type of stores Total
Nearest Around | Far away
Grocery store 9 41 19 139
y (36.1%) (22.7%) | (25.3%) | (29.3%)
77 65 30 172
General store (35.2%) | (35.9%) | (40.0%) | (36.2%)
Fruit/vegetable stores 63 75 26 164
(28.8%) (41.4%) | (34.7%) | (34.5%)
Total 219 181 75 475
(100.0%) (100.0%) | (100.0%)| (100.0%)
Chi-Square value =11.546, df=4, p value =.021

Source: Survey Data

The table 4.4 shows that, 36.1 percéttietraditional retail stores within the
nearest area are grocery stores (36.1%) followegelmgral stores (35.2%) and fruit
and vegetable stores (28.8%). In the case of aretords on the basis of number of
type of retailers are fruit and vegetable storels4%), general stores (35.9%) and
grocery stores (22.7%) respectively.The table shivat 40 percent of retail stores
are general stores in far away followed by fruitl aregetable stores (34.7%) and
grocery stores (25.3%).The table 4.4 shows thesGbare value as 11.546 with the
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p value .021. Since the p value is less than h@&,ull hypothesis is rejected at the
5% level of significance. Hence it is concludedtttigere is significant association
between type of stores and their distance fromrozgd retail store. Majority of the

nearest stores are grocery stores, around stoeefrar'vegetable stores and far

away retail stores are general stores.

b) Type of Business

There are two types of business formailrand retail cum wholesale. A
stores in which merchandise is sold primarily ttinéte customers called retail
store and retail cum whole sale is the sale of gaodindustrial, commercial or
institutional purpose including ultimate customérke table 4.5 shows the type of

business of traditional stores on the basis oadis criteria.

Table 4.5

Type of Business

Type of business Distance from organized retail store Total
Nearest Around Far away
Retail 209 126 62 397
(95.4%) (69.6%) (82.7%) (83.6%)
Retail cum wholesale 10 o9 13 ’8
(4.6%) (30.4%) (17.3%) (16.4%)
219 181 75 475
(100.0%) (100.0%) (100.0%) | (100.0%)
Chi-Square value =48.193, df=2, p value =00

Source: Survey Data

It is seen that the majority of theditmnal stores within the nearest area are
retail stores (95.4%) and only 4.6 percent arelretem whole sale. In the case of
69.6% and retail

cum wholesale 30.4% respectively. In the case oaveay stores 82.7 percent of

around stores on the basis of number of type ahbkas are, retail

stores are retail and 17.3percent are retail curaleghle. The result of analysis
shows the Chi square value as 48.193 with the yev&00. Since the p value is less
than 0.01 the null hypothesis is rejected at theldél of significance. Hence it is

concluded that there is significant associationveen type of business of traditional
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stores and their distance from organized retailestdhe density of retail stores is

high in the nearest area than around and far aveay a

c) Floor Area of Traditional Retail Store

The table 4.6 shows the floor area of traditioe#dil stores on the basis of

distance criteria.
Table 4.6

Floor Area of Traditional Retail Store

Floor area (Square Distance from organized retail store Total
ota
feet) Nearest Around Far away
50 29 8 87
Less than 100 sq (22.8%) (16.0%) (10.7%) (18.3%)
154 82 46 282
100- 200 sq (70.3%) (45.3%) (61.3%) (59.4%)
15 61 21 97
200-400 sq (6.8%) (33.7%) (28.0%) (20.4%)
0 9 0 9
400-600 sq (0.0%) (5.0%) (0.0%) (1.9%)
Total 219 81 o 00
(100.0%) (100.0%) | (100.0%) (100.0%)
Chi-Square value =67.971, df =6, p value = .000

Source: Survey Data

The survey result shows that the flaeasof the majority of the nearest retalil
stores 100-200 sq.ft (70.3%) followed by less thaf sq.ft (22.8%) and 200-400
sq.ft (6.8%). In the case of around retail stoties,floor area of the store is 100-200
sq.ft (45.3%), 200-400 sq.ft (33.7%), less than 40t (16.0%) and 400-600 sq.ft
(5%) respectively. Majority of the far away retsibres have 100-200 sq.ft (61.3%)
followed by 200-400 sq.ft (28%) and less than 10t £10.7%). The result shows
the Chi square value as 67.971with the p value..80tce the p value is less than
0.01 the null hypothesis is rejected at the 1% ll@fesignificance. Hence it is

concluded that there is an association betweenr #ioma of traditional retail store
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and their distance from organized retail store. filber area of the nearest stores is

less than around and far away stores.

Section C

4.4 Impact of Organized Retailers on TraditionalRetailers

Indian retail is dominated by a largemiber of small retailers consisting of
the local kirana shops, owner-manned general statesmists, footwear shops,
apparel shops, paan and beedi shops, hand-cartehgwkavement vendors, etc.
which together make up the so-called “traditioretbil”. The last 3-4 years have
witnessed the entry of a number of organized maibpening stores in various
modern formats in metros and other important ciERIER, 2008). In this section,
the respondents are asked about the effects ohiaegh retailers on traditional
retailers. This section also discussed about dditof traditional retailers on

organized retailers.
4.4.1 Impact on Employees

There is a significant relationshipvieen the employment on traditional
retail and the period of existence of organizedestothe adverse effect, if at all
there is any, wears off with time. Interestinglyg, the South and East, where the
sampled organized retailers have been in oper&diosome time, there has been an
increase in employment (Mathew Joseph, 2008). Regais one of the largest
employers in India. All the direct and indirectigities related to retailing need the
help of a skilled work force. The corporate funogoin a retail chain require
candidates with skilled and management ability.sT¢ection deals with impact of
organized retailers on employment in traditionahitesector. For this purpose, the
researcher compares the number of employees befateafter five years. The
differences observed between the two samples tegéatip to establish the impact

of organized retail on employment.
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a) Number of Employees

The table 4.7 shows the total number rapleyees (Now) working in the

traditional retail stores on the basis of distacrteria.

Table 4.7

Number of Employees (Now)

Distance
Number Total
Nearest Around Far away
No emplovees 79 55 32 166
ploy (36.1%) (30.4%) (42.7%) (34.9%)
One 138 56 26 220
(63.0%) (30.9%) (34.7%) (46.3%)
Two 2 69 17 88
(0.9%) (38.1%) (22.7%) (18.5%)
Three 0 1 0 !
(0.0%) (0.6%) (0.0%) (0.2%)
Total 219 181 75 475
(100.0%) (100.0%) (100.0%) | (100.0%)
Chi-Square value =103.560, df =6, p value =.000

Source: Survey Data

The table 4.7 shows the associatiotwéen number of employees of
traditional retailers and their distance from orged retailers. In the case of the
nearest retail stores, 63 percent of them haveeam@oyees, 36.1 percent have no
employee and .9 percent have two employees.The sddadws that 38.1 percent of
the around stores have two employees followed kg employee (30.9%) and no
employees (30.4%). In the case of far away stdresnumbers of employees are in
the order of no employees (42.7%), one (34.7%) amal (22.7%) employees
respectively. The table 4.7 shows the Chi squaheevas 103.560vith the p value
.000. Since the p value is less than 0.01 the mypbthesis is rejected at the 1%
level of significance. Hence it is concluded thaere is significant association
between number of employees working in traditiomshil store and their distance
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from organized retail store. The number of emplsywerking in the nearest stores

is less than around and far away stores.
b) Number of Employees (Before Five Years)

The table 4.8 shows the number of emmsyeorking in the traditional retail

store before five years on the basis of distaniteria

Table 4.8

Number of Employees (Before Five Years)

Distance
Number Total
Nearest Around Far away
No employees 108 66 34 208
(49.3%) (36.5%) (45.3%) (43.8%)
One 57 94 37 188
(26.0%) (51.9%) (49.3%) (39.6%)
Two 54 21 4 79
(24.7%) (11.6%) (5.3%) (16.6%)
Total 219 181 75 475
(100.0%) (100.0%) (100.0%) (100.0%)
Chi square value =39.722, df=4, p value=.000

Source: Survey Data

The table 4.8 showthat 49.3 percent of the nearest retail stores rad
employees before five years followed by one emm@o{g6%) and two employees
(24.7%). In the case of around stores, the numiiieesnployees are in the order of
one employee (51.9 %), no employees (36.5%) and éwployees (11.6%)
respectively. In far away stores, 49.3 percent hed stores had one employee
followed by no employees (45.3%) and two employée8%). The Chi square
value as 39.722 with the p value .000. Hence ébrscluded that there is significant
association between number of employees workirtgamitional retail stores before
five years and their distance from organized rettke. From the comparison of
number of employees before and after five yearssitclear that number of
employees reduced for the nearest stores followetabaway and around retail

stores.
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The comparison of number of employees of retaibe®re and after five
years is diagrammatically presented in Figure 4.1.

Figure 4.1
Number of Employees Now and Before Five Years
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60
50
A
Percentage 3
2
1
0 —
Now

Before Now Before Now Before

o O o o

Nearest Around Far away

Traditional retailers

H No employees ®One Two M Three

C) Number of Hired Employees (Now)

Traditional retailers have two types evhployees, family employees and
hired employees. Retailers appoint employees framilj called family employees
and employees from outside called hired employ@é® table 4.9 shows the
number of hired employees working in traditionataile stores on the basis of
distance criteria.
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Table 4.9

Number of Hired Employees (Now)

Distance from organized retail
Total
Number store
Nearest | Around Far away
No emplovees 119 69 36 224
ploy (54.3%) | (38.1%) | (48.0%) | (47.2%)
One 99 97 35 231
. 0 . 0 . 0 . 0
(45.2%) | (53.6%) | (46.7%) | (48.6%)
o 1 15 4 20
(0.5%) (8.3%) (5.3%) (4.2%)
Total 219 181 75 475
(100%) (100%) (100%) (100%)
Chi-Square value =21.742, df=4, p value=.000

Source: Survey Data

Table 4.9 reveals the number of hireghleyees working in traditional retail
stores now. The result shows that majority of tharast retail stores (54.3%) have
no employees followed by one employee (45.2%) ammdegmployees (0.5%). In the
case of around stores, the number of hired emptoyeein the order of one
employee (53.6%), no employees (38.1%) and two eyepls (8.3%) respectively.
The table shows that 48 percent of the far awaestbave no employees followed
by 46.7 percent have one employee. The Chi squesaltr (Chi square value
=21.742, df=4, p value =.000) shows that theraigsificant association between
number of hired employees working in traditionataile stores (now) and their
distance from organized retail stoleis seen that the number of hired employees in
traditional retail stores are less in the nearefstilrstores than around and far away

retail stores.
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d) Number of Hired employees (Before Five Years)

The table 4.10 shows the hired employees workirtgaditional retail stores

before five years on the basis of distance criteria

Table 4.10

Hired Employees (Before Five Years)

Distance Total
Number
Nearest Around Far away
No hired employees 165 133 70 368
(75.3%) (73.5%) (93.3%) (77.5%)
One 38 44 5 87
(17.4%) (24.3%) (6.7%) (18.3%)
Two 16 4 0 20
(7.3%) (2.2%) (0.0%) (4.2%)
Total 219 181 75 475
(100.0%) (100.0%) (100.0%) (100.0%)
Chi square value = 22. 016, df =4, p value =.000

Source: Survey Data

From the table 4.10, it is clear thatjonity of the nearest retail stores
(75.3%) had no hired employees before five yeatlovied by one employee
(17.4%) and two employees (7.3%). In the case airad stores, most of them had
no employees (73.5%). In far away stores, majaritthe retail stores had no hired
employees (93.3%) followed by one employee (6.7Pkg table 4.10 shows the Chi
square value as 22.016 with the p value .000. Simeg value is less than 0.01 the
null hypothesis is rejected at the 1% level of dgigance, there is an association
between number of hired employees working in trad#l retail stores before five
years and their distance from organized retailestbrom the comparison of number
of employees before and after five years, it iictbat number of hired employees

increased in the nearest, around and far away stbae.
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e) Number of Family Employees (Now)

The table 4.11 shows the number of fan@lpployees working in the

traditional retail stores on the basis of distacrieria.

Table 4.11

Number of Family Employees (Now)

Distance from organized retail
Number store Total
Nearest | Around | Far away
No family employees 172 112 o8 342
(80.0%) | (61.9%) | (77.3%) | (72.6%)
One 43 68 17 128
(20.0%) | (37.6%) | (22.7%) | (27.2%)
Two 0 1 0 1
(0.0%) (0.6%) (0.0%) | (0.2%)
Total 215 181 75 471
(100.0%) | (100.0%) | (100.0%)| (100.0%)
Chi-Square value =18.150, df=4, p value =.001

Source: Survey Data

The table 4.11 showtkat majority of the nearest retail stores (80%)ehao
family employees followed by one employee (20%)thHea case of around stores the
numbers of family employees are in the order offamily employees (61.9 %), one
employee (37.6%) and two employees (.6%) respdygtilajority of the far away
stores have no family employees (77.3%). The reshdtvs the Chi square value as
18.150 with the p value .000. Since the p valuess than 0.01, the null hypothesis
is rejected at the 1% level of significance. Heiicés concluded that there is
significant association between the number of faneimployees working in
traditional retail stores (now) and their distarficman organized retail stores. From
the above analysis it is clear that traditionahitet’s dont prefer more employees

from family.

171



f)  Number of Family Employees (Before Five Years)

The table 4.12 shows the family employsesking in traditional retail stores

before five years on the basis of distant criteria

Table 4.12

Number of Family Employees (Before Five Years)

Distance
Number
Nearest Around | Far away Total
No employees 147 106 23 276
y (67.1%) | (58.9%) | (30.7%) | (58.2%)
One 48 65 48 161
(21.9%) (36.1%) (64.0%) (34.0%)
24 9 4 37
Two
(11.0%) (5.0%) (5.3%) (7.8%)
Total 219 180 75 474
(100%) | (100.0%) | (100.0%) | (100.0%)
Chi square value = 47. 487, df=4, p value =.000

Source: Survey Data

The table 4.12 reveals that the majooitthe nearest retail stores (67.1%)
had no employees before five years followed by emmloyee (21.9%) and two
employees (11%). In the case of around stores dingbar of employees is in the
order of , no employees (58.9 %), one employeelf@band two employees (5%)
respectively.In far away stores majority of theresohad one employee (64.0%)
followed by no employees (30.7%) and two employ@e3%).The Chi square value
as 47.487 with the p value .000, since the p vasudess than 0.01 the null
hypothesis is rejected at the 1% level of signifa@ Hence it is concluded that
there is significant association between the numiiferemployees working in
traditional retail stores before five years on Haesis of distant criterigFrom the
comparison of number of employees before and difter years, it is clear that

number of family employees reduced for the neamstund and far away retail
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stores. From the above analysis it is also fouadl titaditional retailers prefer more

hired employees than family employees unlike befmeeyears.
g) Reason for Decreasing Employees

Supermarkets have created severahdispon traditional retail stores.
Major impacts are reduction in sales volume, raduacin profit and involving
family members in the business in order to avoie thcurring cost through the
salary of workers. The number of workforce has beensiderably reduced in
traditional retail stores. However, in the opinmirthe traditional retailers the reason
for the reduction of work force not primarily duethe Super markets (A. Hamil &
Ed. Priyadharshini, 2014). From the above analysis, clear that the number of
employees in the traditional retail store reducedldst five years. The table 4.13

shows the reasons for decreasing employment iititnadl retail stores.

Table 4.13

Reason for Decreasing Employees

Distance

Reasons Far Total

Nearest Around

away

Less profit 63 3 3 69

(64.3%) (6.5%) (18.8%) | (43.1%)
Change to organized retalil 19 13 4 36
store (19.4%) (28.3%) | (25.0%) | (22.5%)
Change to traditional retail 10 29 6 45
store (10.2%) (63.0%) | (37.5%) | (28.1%)
Demand more remuneration 6 L 3 10

(6.1%) (2.2%) (18.8%) (6.2%)
Total 98 46 16 160

(100.0%) | (100.0%) | (100.0%) | (100.0%)

Chi square value = 64.674, df =6, p value =.000

Source: Survey Data

For 64.3 percent of the nearest stdhesreason for decreasing employees is

less profit followed by change to organized resaibp (19.4%), change to traditional
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shop (10.2%) and demand more remuneration (6.1%peontively. In the case of
around (63%) and far away (37.5%) stores, employaes decreased because
employees are changed to other traditional reftaips. The table 4.13 shows the Chi
square value as 64.674 with the p value .000. Simeg value is less than 0.01 the
null hypothesis is rejected at the 1% level of digance, there is significant
association between reason for decreasing emplogdesditional retail stores and
their distance from organized retail store. Herices iconcluded that there is no
direct relationship between decreasing employeesadfitional retailers and the

emergence of organized retail stores.
4.4.2. Impact on Customers

“There is increased sophistication lie shopping patterns of consumers,
which has resulted in big retail chains coming mpriost metros; mini metros and
towns being the next target” (Sinha and Kar, 2007}this section, the researcher
intends to know the impact of organized retailers customers of traditional

retailers.
4.4.2.1 Impact on Customers per Day

This section discussed about impaairganized retailers on customers per
day of traditional retailers. For this purpose, thsearcher compares the number of
customers before and after five years. The diffegenobserve between the two
samples together help establish the impact of azgdrretailers on customers per
day of traditional retailers.

a) Number of Customers (Now)

The table 4.14 shows the number ofatusts per day of traditional retall
stores on the basis of distance criteria.
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Table 4.14

Number of Customers (Now)

Distance
Number Total
Nearest Around Far awa)
11 28 0 39
Less than 15 (5.0%) | (155%) | (0.0%) | (8.2%)
16.30 194 55 19 268
(88.6%) | (30.4%) | (25.3%) | (56.4%)
3150 14 84 56 154
(6.4%) (46.4%) | (74.7%) | (32.4%)
0 13 0 13
175 (0.0%) 72%) | (0.0%) | (2.7%)
0 1 0 1
More than 75 (0.0%) 0.6%) | (0.0%) | (0.2%)
Total 219 181 75 475
(100%) (100%) | (100%) | (100%)
Chi square value = 215.941, df =8, p value = @0

Source: Survey Data

The table 4.14 concerned, for the nearesést the number of customers per
day is in the order of 16-30 (88.60%), 31-50 (6.4&bd less than 15 (5%)
respectively. The number of customers of aroundestare 31-50 (46.4%), 16-30
(30.4%), less than 15 (15.5%), 51-75 (7.2%) andentban 75(0.6%) respectively.
The majority of the far away retailers have custmme between 31-50(74.7%). The
result shows that the Chi square value as 215.941e p value .000. Since the p
value is less than 0.01 the null hypothesis isctepkat the 1% level of significance.
Hence it is concluded that there is significanba&sgion between customers per day
of traditional retail stores and their distancenirorganized retail store. It is clear
from the above analysis is that the number of custs is low for the nearest stores

than around and far away stores.
b) Number of Customers (Before Five Years)

The table 4.15 shows the number of custserper day of traditional retailers

before five years on the basis of distance criteria
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Table 4.15

Number of Customers (Before Five Years)

Distance
Number Nearest Around Far away Total
8 8 4 20
Less than 15 (3.7%) (4.4%) (5.3%) (4.2%)
16-30 28 94 54 176
(12.8%) (51.9%) (72.0%) (37.1%)
31.50 181 78 17 276
(82.6%) (43.1%) (22.7%) (58.1%)
2 0 0 2
5175 (0.9%) (0.0%) (0.0%) (0.4%)
0 1 0 1
More than 75 (0.0%) (0.6%) (0.0%) (0.2%)
Total 219 181 75 475
(100.0%) (100.0%) | (100.0%) (100.0%)
Chi square value = 120.646, df =8, p value=.000

Source: Survey Data

The table 4.15 reveals that, for the neéast&ses, customers per day before
five years are in the order of, 31-50 (82.60%),306(12.8%), less than 15 (3.7%)
and 51-75 (0.9%) respectively. The customers pgridlaaround stores are in the
order of, 16-30 (51.9%), 30-50 (43.1%), less th&@ K1%) and more than 75 (.6%)
respectively. The majority of the far away retaldrad customers per day in
between 16-30 (72%). The table 4.15 shows the Qimare value as 120.646 with
the p value .000. Since the p value is less th@h the null hypothesis is rejected at
the 1% level of significance. There is an asscmmbetween customer per day of
traditional retailers before five years and thegtahce from organized retail store.
Hence it is concluded that before five years, thenlber of customers of nearest
stores were high followed by around and far awayest From the table 4.14 and
4.15, it is clear that there is significant decee@s the number of customers of

nearest retail stores.

In order to find out the exact difference among d@ihoups, the ANOVA tests

were done.
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Table 4.16

Average Percentage of Customers Visit in the Stoqger Day
(Before Five Years)

Distance N Mean SD F-value
Nearest 219 38.94 7.35
Around 181 30.35 8.63 8.055
Far away 75 25.68 7.76 (0.000*%)
Total 475 33.57 9.47

Source: Survey Data
**Significant at 1% level

The table 4.16 shows that the mean scor¢hefaverage percentage of
customers before five years the nearest stores, mean score of the custosiers
38.94 followed by around stores 30.35 and far astayes 25.68.The result found
that p value is less than .01, so there is sigmitidifference between the average
number of customers per day of traditional retailbefore five years and their
distance from organized retail store.

Table 4.17
Average Percentage of Customers Visit in the Stor@&ow)
Distance N Mean SD F-value
Nearest 219 28.25 27.38
Around 181 34.37 13.20 102.467
Far away 75 37.99 7.27 (0.000*%)
Total 475 32.12 20.89

Source: Survey Data
**Significant at 1% level

The table 4.17 shows the average ptagerof customers visit in the store
per day. In the far away stores the mean scoreustiomers is 37.99 followed by
around stores 34.37 and the nearest store 28.2%¢8h# found that p value is less
than .01, there is significant difference betwele® average number of customers
per day of traditional retailers and their distarficen organized retail store. The
average percentage of customers visit in the gtereday is less in the nearest

stores.
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Table 4.18
Percentage Change in the Number of Customers foh¢ Last Five Years

Distance N Mean (%) SD F-value
Nearest 219 -25.91 69.052
Around 181 19.71 51.08
66.728
Total 475 5.08 67.60

Source: Survey Data
**Significant at 1% level

The table 4.18 shows the percentage chintiee number of customers for
the last five years. In the case of the nearesest@5.91 percent decrease in the
number of customers, for around stores 19.71 peraed far away stores 60.26
percent increase.The p value is less than .01, 38 concluded that there is
significant difference between the change in thelper of customers of traditional
retailers for the last five years and their diseafrom organized retail store.

Table 4.19
Change in the Number of Customers for the Last Fiv&ears
Distance Decrease Increase Total
Number | Percentage Number Percentage Number Pegegnta

Nearest 205 93.61 14 6.39 219 100
Around 66 36.46 115 63.54 181 100
Far away 10 13.33 65 86.67 75 100

Total 281 59.16 194 40.84 475 100

Chi-Square value = 211.33, df =2, p =0.000

Source: Survey Data

The table 4.19 found that, in the case of majasityhe nearest retail store
205(93.61%), the number of customers decreasediramdased for 14 (6.39%)
stores. The number of customers increased for 63%4%) around stores and
decreased for 66 (36.46%) stores. For far awayestdhe number of customers
increased in 65 (86.67%) store and decreased (#3LB3%) stores. The Chi-Square
result shows that p value is less than .01. Hehds concluded that there is
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significant difference between the change in theloer of customers for the last
five years in traditional retail store and theistdnce from organized retail store.
The result found that high percentage decreaseeémtimber of customers for the
last five years is in the nearest stores. Henteabncluded that organized retailers
effected on number of customers of traditionaliketsiin the nearest area.

The Figure 4.2 shows the change in the numbeustomers of traditional
retailers for the last five years on the basisistfashce criteria.

Figure 4.2
Change in the Number of Customers for the Last Five Years
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c) Reason for Decreasing Customers

From the above analysis, it is clear thatnumber of customers decreased
for the last five years for the nearest stores. Hie 4.20 shows the reasons for
decreasing customers for the nearest, around aaviy retail stores.

Table 4.20

Reason for Decreasing Customers

Distance
Reason Total
Nearest Around Far awa)
Change to organized retail 205 30 0 235
stores (100.0%) | (45.45%) (0.0%) (83.62%)
Change to other traditional 0 36 10 46
retail stores (0.0%) (54.55%) | (100.0%) | (16.38%)
Total 205 66 10 281
(100.0%) | (100.0%) | (100.0%) | (100.0%)
Chi square value =120.599, df=2, p value .000

Source: Survey Data

The reason for decreasing customers of #@rast stores is change to
organized retailers. In the case of around retailes, the reason for decreasing
customers is change to other traditional retai(%55%) followed by change to
organized retailers (45.45%).The reason for deangacustomers in far away stores
is change to other traditional retailers. The tahR0 shows the Chi square value as
120.599 with the p value .000. Since the p valdess than 0.01 the null hypothesis
is rejected at the 1% level of significance. Heritcés concluded that there is
significant association between decreasing cust®widraditional retailers and their
distance from organized retail store. Hence itasctuded that organized retailers
negatively effected on the number of customershefriearest stores followed by

around stores.
4.4.2.2 Impact on Regular Customers

This section discussed about impact of mmgal retailers on regular

customers of traditional retailers. For this pumothe researcher compares the
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number of regular customers before and after fieary. The differences observe
between the two samples together help establishmpact of organized retailers on

regular customers of traditional retailers.
a) Number of Regular Customers

The table 4.21 shows the number of reguiatomers of traditional retail store

based on their distance from organized retail store

Table 4.21

Number of Regular Customers (Now)

Distance
Number Total
Nearest Around Far away
159 72 16 247
Less than 10 (72.6%) | (39.8%) | (21.3%) | (52.0%)
11.05 60 90 59 209
(27.4%) (49.7%) | (78.7%) | (44.0%)
0 17 0 17
26-40 (0.0%) 9.4%) | (0.0%) | (3.6%)
0 2 0 2
41-70 (0.0%) (1.1%) | (0.0%) | (0.4%)
Total 219 181 75 475
(100.0%) | (100.0%) | (100.0%) | (100.0%)
Chi square value = 103.054, df=6, p value=.000

Source: Survey Data

The table 4.21 shows that, for the neaststes the number of regular
customer is less than 10 (72.60%) followed by11225{%). The number of regular
customers of around stores is 11-25 (49.7%), lems 10 (39.8%), 26-40 (9.4%) and
41-70 (1.1%) respectively. The majority of the &away
in between 11-25(78.7%) followed by l#gan 10(21.3%).The Chi
square value as 103.054 with the p value .000.eSime p value is less than 0.01 the

retailers have regular

customers

null hypothesis is rejected at the 1% level of gigance. Hence it is concluded that

there is significant association between numberegtilar customers of traditional
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retailers and their distance from organized redtte. The far away retailers have

more regular customers than nearest and arountistetas.
b) Number of Regular Customers before Five Years

The table 4.22 shows the number of regulatomers of traditional retailers

before five years on the basis of distance criteria

Table 4.22

Number of Regular Customers before Five Years

Distance
Number Total
Nearest Around Far away
33 63 52 148
Less than 10 (15.1%) | (34.8%) | (69.3%) | (31.2%)
11-25 146 112 23 281
(66.7%) (61.9%) (30.7%) (59.2%)
40 4 0 44
26-40 (18.3%) (2.2%) 0.0%) | (9.3%)
0 2 0 2
41-70 (0.0%) (1.1%) 0.0%) | (0.4%)
Total 219 181 75 475
(100.0%) (100.0%) | (100.0%) | (100.0%)
Chi square value = 105.727, df=6, p value =.000

Source: Survey Data

In the case of majority of the neamsies, they had regular customers in
between 11-25 (66.7%) followed by 26-40 (18.3%0 &ss than 10(15.1%). The
number of regular customers in around stores iR5161.9%), less than 10
(34.8%), 26-40 (2.2%) and 41-70 (1.1%) respectivélye majority of the regular
customers of the far away retail stores are lleas 10 (69.3%) followed by 11-25
(30.7%).The table 4.22 shows the Chi square vauea.727 with the p value .000.
Since the p value is less than 0.01 the null hygmithis rejected at the 1% level of
significance. Hence it is concluded that there igniicant association between
regular customers of traditional retailers befaxe fyears and their distance from

organized retail store. The number of regular custs is high in the case of nearest
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retail store than around and far away retail stdfesm the above two analysis, it is
clear that the number of regular customers decdelasehe nearest stores. For more
clear result about the change in the regular custeraf traditional retailers for the

last five years, the ANOVA tests were done.

Table 4.23

Average Percentage of Regular Customers per Day

Distance N Mean SD F-value
Nearest 219 10.94 4.86
Around 181 17.48 7.97 46.904
Far away 75 17.69 4.84 (0.000*%)
Total 475 14.50 7.03

Source: Survey Data
** Significant at 1% level

The table 4.23 shows the average peagentf regular customers per day.
The mean score of the number of regular custoimetise far away stores is17.69
followed by around stores 17.48 and the neatest 40.94. The result found that
the p value is less than .01, so there is sigmfichfference between the average
percentage of regular customers per day and thstiante from organized retail
store. The average percentage of regular custgmeeiday is less in nearest stores.

Table 4.24

Average Percentage of Regular Customers per Day e Five Years

Distance N Mean SD F-value
Nearest 219 21.22 8.50
Around 181 16.93 7.11 66.180
Far away 75 11.62 6.29 (0.000*%)
Total 475 18.07 8.38

Source: Survey Data
** Significant at 1% level
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The table 4.24 shows the average ptgerof regular customers before five
years. The mean score of the nearest store is,2dr@2nd stores 16.93 and far away
stores 11.62. The p value is less than .01, sodoncluded that there is significant
difference between the change in the number oflaegtustomers of traditional
retailers before five years and their distance foyganized retail stordhe average
percentage of regular customers before five yesrkigh in the nearest stores

followed by around and far away stores.

Table 4.25

Percentage Increase in Regular Customers for the IshFive Years

Distance N Mean SD F-value
Nearest 219 -39.68 37.65
Around 181 23.13 77.34 126.32
Far away 75 94.85 95.38 (0.000*%)
Total 475 5.49 81.66

Source: Survey Data
** Significant at 1% level

The table 4.25 shows that the average pergerghathe nearest stores is -39.68,
so the number of regular customers of the neatestssdecreased for the last five
years. The mean score of around stores is 23.13aaralay store is 94.85, there is
increment in the regular customers of far awayestéollowed by around stores.

Table 4.26

Distance Based Changes in Regular Customers

_ Decrease Increase Total
Distance
Number| Percentage Number| Percentage Number| Percentage
Nearest 193 88.13 26 11.87 219 100
Around 96 53.04 85 46.96 181 100
Far away, 22 29.33 53 70.67 75 100
Total 311 65.47 164 34.53 475 100
Chi-Square = 105.434, df =2, p=0.000

Source: Survey Data
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As per the table 4.26, regular customédrghe 193 (88.13%) nearest stores
decreased and 26 (11.87%) nearest stores incrdasedl6 (53.04%) around stores,
regular customers decreased and for 85 (46.96%@sstegular customers increased.
In the case of far away stores, regular custome2q29.33%) stores decreased
and for 53 (70.67%) stores regular customers dsetkarhe Chi square value as
105.434 with the p value .000. Since the p valdess than 0.01 the null hypothesis
is rejected at the 1% level of significance. Hericés concluded that there is
significant association between number of regulestamers of traditional retailers
and their distance from organized retail storés ltlear from the analysis is that the
regular customers of the nearest stores decreaédriaround and far away stores ,
regular customers increased for the last five ydairs clear from this analysis that
organized retailers affected on regular customérthe traditional retailers in the
nearest area.

The diagrammatic presentation of average numbeegilar customers per
day is shown in Figure 4.3.

Figure 4.3
Average Percentage of Regular Customers per Day
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4.4.2.3 Socioeconomic Profile of Customers

The social class of the individualliences the lifestyle, attitudes and the
preferences in almost every aspects of life. Thehmase decision is one of the most
commonly described aspects that are influencedfsigntly by the socioeconomic
status of the individuals involved in these decisidfor their families or for
themselves. What product or service they should vwhgn the need arise depends
increasingly on the status of the individuals ammvhthey perceive it, most
importantly (http:/Amwwv.scribd.com/document). Indlsection researcher study about the
socioeconomic profile of customers. For this pugydbke researcher compares the
socioeconomic profile of customers before and diteryears. The differences observe
between the two samples together help establishintpact of organized retail on

customers.
a) Socioeconomic Profile of Customers

The table 4.27 shows the socio economidilprof customers of traditional

retailers and their distance from organized retsile

Table 4.27

Socioeconomic Profile of Customers

Distance
Socioeconomic profile Total
Nearest Around Far away
. 10 84 44 138
Midde level (4.6%) 46.4%) | (58.7%) | (29.1%)
Lower level 209 97 31 337
(95.4%) (53.6%) (41.3%) (70.9%)
Total 219 181 75 475
(100.0%) (100.0%) (100.0%) | (100.0%)
Chi square value =122.068, df=2, p value =.000

Source: Survey Data

The table 4.27 shows that, the socioecongmadile of the majority of the
nearest (95.4%) and around (53.6%) stores are Itavet. In the case of far away
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stores most of the customers are middle level ¢68.The table 4.27 shows the Chi
square value as 122.068 with the p value .000.€Tisesignificant association between
socioeconomic profile of customers of traditionetiarl store and their distance from
organized retail store. Hence it is concluded te# socio economic profile of
majority of the customers of nearest and arounckstare low but for far away retail

stores, it is medium.
b) Socioeconomic Profile of Customers (Before Five Yes)

The table 4.28 shows the socio economadilprof customers of traditional

retail store before five years and their distamoenforganized retailers.

Table 4.28

Socioeconomic Profile of Customers (Before Five Yes)

Distance
i i i Total
Sacioeconomic profile Nearest Around Far awa)
High level 8 ! 0 9
g (3.7%) (0.6%) 0.0%) | (1.9%)
: 209 177 44 430
Middle level (95.4%) 97.8%) | (58.7%) | (90.5%)
Lower level 2 3 31 36
(0.9%) (1.7%) (41.3%) (7.6%)
Total 219 181 75 475
(100.0%) (100.0%) (100.0%) | (100.0%)
Chi square value =150.724, df=4, p value=.000

Source: Survey Data

The socioeconomic profile of majority of neare3$.4%), around (97.8 %)
and far away (58.7%) retail store customers aredlaitevel. The table 4.28 shows
the Chi square value as 150.724 with the p val08..Blence it is concluded that
there is an association between socioeconomicl@rofi customers of traditional
retail store before five years and their distamoenforganized retailers. Before five
years, the socio economic profiles of majority onstrs of traditional retail stores
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were middle level. It is clear from the analysis sdcioeconomic profile of
customers is, the socioeconomic profile of cust@ndrnearest and around stores

are changed from middle to lower level.
4.4.3 Impact on Profit

Traditional retailers in the vicinity afrganized retailers experienced a
decline in their volume of business and profit lue initial years after the entry of
large organized retailers (ICRIER, 2008).This settieals with effect of organized

retailers on profit of traditional retailers.

a) Average Daily Profit

Table 4.29 analyzes the average daily profit oflittranal retail store and
their distance from organized retail store. To fiogt the impact of organized
retailers on average daily profit of traditionalaiéers, the researcher compared the
present profit with five years back profit. Thefdience indicates the impact on

profit.
Table 4.29
Average Daily Profit (Now)
_ _ Distance
Daily profit Total
Nearest Around Far away
5 14 0 19
less than 250 (2.3%) (7.7%) (0.0%) (4.0%)
146 38 4 188
251-500 (66.7%) (21.0%) (5.3%) (39.6%)
68 50 55 173
0 41 16 57
1001-2000 (0.0%) (22.7%) (21.3%) (12.0%)
0 38 0 38
2001-4000 (0.0%) (21.0%) (0.0%) (8.0%)
Total 219 181 e oo
(100.0%) | (100.0%) | (100.0%) | (100.0%)
Chi square value = 233.744, df=8, p value =.000

Source: Survey Data
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In the case of nearest retail storestaayeedaily profit of most of the retailers
have 251-500 (66.7%) followed by 501-1000 (31.1%) kess than 250 (2.3%) and
none of them have more than 1000. Most of the atgetail stores have average
daily profit is in the order of, 501-1000 (27.6%001-2000 (22.7%), 251-
500(21%), 2001-4000 (21%) and less than 250 (7 ré¥gectively. Majority of the
far away retail store have profit in between 5004.(¢73.3%) followed by 1001-
2000 (21.3%) and 251-500 (5.3%). The table 4.29vshilve Chi square value as
233.744 with the p value .000. Since the p valless than 0.01 the null hypothesis
is rejected at the 1% level of significance. Thisrsignificant association between
average daily profit of traditional retail storesdatheir distance from organized
retail store. It is concluded that the averageydaibfit of the nearest store is low

compared to around and far away store.
b) Average Daily Profit before Five Years

The table 4.30 shows the average dailyipobtraditional retailers before five

years on the basis of distance criteria.
Table 4.30

Average Daily Profit before Five Years

Daily profit Distance Total
yp Nearest Around Far away
2 0 0 2
Less than 250 (0.9%) (0.0%) (0.0%) (0.4%)
20 28 48 96
251-500 (9.1%) (15.5%) | (64.0%) | (20.2%)
159 111 14 284
501-1000 (72.6%) (61.3%) | (18.7%) | (59.8%)
38 37 4 &
1001-2000 (17.4%) (20.4%) | (53%) | (16.6%)
2001-4000 (0.0%) (2.8%) (12.0%) | (2.9%)
Total 219 181 > v
(100.0%) (100.0%) | (100.0%) | (100.0%)
Chi square value = 150.839, df=8, p value=.000

Source: Survey Data
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For the nearest retail stores, avedayly profit of the most of the retailers
501-1000 (72.6%) followed by 1001-2000 (17.4%), -BBD (9.1%) and less than
250 (.9%) and none of them had more than 2000. ltyjof the around retail stores
had average daily profit of 501-1000 (61.3%), 1Q000 (20.4%), 251-500 (15.5%)
and 2001-4000 (2.8%) respectively. Majority of tae away retail store had profit
in between 251-500 (64%). In the case of aroundfandway retail store, none of
them had less than 250. The above table showshheqg@are value as 150.839 with
the p value .000. There is significant associatetween average daily profit of
traditional retailers before five years on the basdidistance criteria. It is concluded
that before five years, profit of the nearest sisrbigh when compared to around
and far away stores. For more clear result aboat dhange in the profit of
traditional retailers for last five years, the AN@¥ests were done.

Table 4.31

Present Average Profit per Day in the Shop

Distance N Mean SD F-value
Nearest 219 444.20 156.05
Around 181 1230.66 943.98 83.239
Far away 75 864.00 344.99 (0.000*%)
Total 475 810.168 705.71

Source: Survey Data

** Significant at 1% level

The table 4.31 shows the present avgreafé per day in the shop. The mean
score of the average profit of the around stord80.66 with SD 943.98 followed
by far away stores 864.00 with SD 344.99 and therest stores 444.20 with SD
156.05. Since the p value is less than 0.01 thiehyplothesis is rejected at the 1%
level of significance. It is concluded that thesesignificant difference in average
profit per day of traditional retail stores basedtleir distance from organized retalil
store. The present average profit per day of tlaease stores is less than around and

far away stores.
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Average Profit per Day in the Shop before Five Year

Table 4.32

Distance N Mean SD F-value

Nearest 219 880.14 369.82

Around 181 842.93 461.85 0.266

Far away 75 876.00 920.32 (p=0.767)
Total 475 865.30 525.78

Source: Survey Data

As per the table 4.32 the average profibteefive years of the nearest stores
880.14 with SD 369.82, far away stores 876.00 v@ih 920.32, around stores
824.93 with SD 461.85 respectively. The result fbahat there is no significant
difference between average profit per day of trad#l stores before five years and

their distance from organized retail store.

Table 4.33

Percentage Changes in the Profit per Day for the Lst Five Years

Distance N Mean SD F-value
Nearest 219 -44.7258 24.26
Around 181 69.5227 228.21 33.383
Far away 75 42.5173 52.72 (0.000*)
Total 475 12.5841 152.90

Source: Survey Data

** Significant at 1% level

The table 4.33 found the percentage gbsin the profit per day for the last
five years. In the case of the nearest stores reeae is -44.72 with SD 24.26, that
means 44.7258 percentage decrease in the nearest fair the last five years. In the
case of around stores 69.5227 percentage andrfawtay stores 42.5173 percentage
increase happen. Since the p value is less thdn @ null hypothesis is rejected at
the 1% level of significance. There is significaifference between the changes in
average profit per day of traditional stores fag thst five years and their distance

from organized retail store.
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Table 4.34

Store based Changes in the Average Profit per Dapif the Last Five Years

_ Decrease Increase Total
Distance
Number | Percentage Number Percentage Number Pegegnta
Nearest 212 96.80 7 3.20 219 100
Around 86 47.51 95 52.49 181 100
Far away 15 20.00 60 80.00 75 100
Total 313 65.89 162 34.11 475 100

Chi-Square value = 190.60, df = 2, p = 0.000

Source: Survey Data

As per the table 4.34, In the casthefnearest stores the average profit per
day decreased in 212 (96.80%) stores, increas@Bi20%) stores. In the case of
around stores profit decreased for 86 (47.51%kstand increased in 95 (52.49%)
stores. For far away stores profit decreased in(208%6) stores and increased in
60(80%) stores. The Chi square value as 190.60 twithp value .000. Since the p
value is less than 0.01, the null hypothesis isated at the 1% level of significance.
Hence it is concluded that there is significanbaggion between the changes in the
average profit per day for the last five years tradr distance from organized retalil
store. It is clear from the analysis is that thefiprper day of the nearest stores
decreased but for around and far away stores,tpnofieased for the last five years
It is clear from this analysis that organized iteta affected on profit of the

traditional retailers in the nearest area.

Average profit per day in the store are shownigufe 4.4
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Figure 4.4
Average Profit per Day in the Store
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c) Reasons for Decreasing Average Daily Profit

From the comparison of present profit and prodifope five years, it is clear
that, the profit of nearest store decreased, buhencase of around and far away
store, there is significant increase in profit. STeection discussed about reasons for
decreasing average daily profit.

Table 4.35

Reasons for Decreasing Average Daily Profit

Distance
Reasons Nearest Around Far away Total
Competition from 209 33 0 242
organized retailers (96.8%) (53.2%) (0.0%) (83.2%)
Competition from 7 26 13 46
traditional retailer (3.2%) (41.9%) | (100.0%) (15.8%)
Reduce value of money 0 3 0 3
(0.0%) (4.8%) (0.0%) (1.0%)
Total 216 62 13 291
(100.0%) | (100.0%) | (100.0%) | (100.0%)
Chi square value = 140.024, df=4, p value .000

Source: Survey Data

193



The table 4.35 shows that, daily profitlod ©6.8 percent of the nearest stores
decreased because of competition from organizedeet and only 3.2 percent face
competition from other traditional retailers. Iretbase of majority of around stores,
daily profit decreased because of competition foyganized retailers. For far away
stores, they face competition from traditional iteta. The Chi square result shows
that the p value is less than 0.01 the null hypthes rejected at the 1% level of
significance. Hence it is concluded that there igniicant association between
reasons for decreasing daily profit of traditiomefailers and their distance from

organized retail stores.
d) Profit per Month

The unorganized retailers operating inwioenity of modern retail stores have
indeed felt an impact in terms of decline in sada®l profit margins (Chetan

Choithani, 2009). The table 4.36 shows the monpinbfit of traditional retailers on

the basis of distance criteria.

Table 4.36

Profit per Month

Profit Distance Total
Nearest Around Far away
2 24 0 26
Less than 3000 (0.9%) (13.3%) (0.0%) (5.5%)
121 13 4 138
3001-5000 (55.3%) (7.2%) (5.3%) (29.1%)
5001-7000 (36.1%) (9.9%) | (36.0%) | (26.1%)
17 18 31 66
7001-15000 (7.8%) (9.9%) (41.3%) (13.9%)
0 55 13 68
15001-25000 (0.0%) (30.4%) (17.3%) | (14.3%)
0 53 0 53
More than 25000 (0.0%) (29.3%) (0.0%) | (11.2%)
Total a9 e o 00
(100.0%) (100.0%) | (100.0%) | (100.0%)
Chi square value 356.958, df=10, p value .000

Source: Survey Data
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In the case of nearest retail stores averagetgrefi month is 3001-5000
(55.3%) followed by 5001-7000 (36.1%),7001-15008%), less than 3000 (0.9%)
and none of them have more than 15000. Most ofatioeind retail stores have
average profit per month is in the order of, 15@8000 (30.4%), more than 25000
(229.3%), less than 3000 (13.3%), 5001-7000 (9.9%)1-15000 (9.9%) and 3001-
5000 (7.2%) respectively. For far away retail ssdnave the profit in between 7001-
15000 (41.3%) followed by 5001-7000 (36%), 150005 (17.3%). The result
shows the Chi square value as 356.958 with thelyev@00. Since the p value is
less than 0.01 the null hypothesis is rejectetiatl®s level of significance. Hence it
is concluded that there is significant associatetween percent of average profit
per month of traditional stores and their distafroen organized retail stores. The
monthly profit of nearest traditional stores issléisan around and far away stores.

e) Profit per Month before Five Years

To find out the effect of organized retesl®n profit of traditional retailers,
researcher compare the present profit with fiverydmck profit .The difference
considered as the effect of organized retailerpmfit. The table 4.37 shows the

profit per month of traditional retailers beforediyears.

Table 4.37
Profit per Month before Five Years
Average Profit Distance Total
g Nearest Around Far away
0 0 4 4
Less than 3000 (0.0%) (0.0%) (5.3%) (0.8%)
18 32 26 76
3001-5000 (8.2%) (17.7%) | (34.7%) |  (16.0%)
93 17 25 135
5001-7000 (42.5%) (9.4%) (33.3%) (28.4%)
7001-15000 (39.7%) (48.6%) (0.0%) (36.8%)
21 39 10 70
15001-25000 (9.6%) (215%) | (13.3%) |  (14.7%)
0 5 10 15
More than 25000 (0.0%) (2.8%) (13.3%) (3.2%)
Total 219 ol iy o0
(100.0%) (100.0%) (100.0%) (100.0%)
Chi square value = 161.439, df=10, p value =.000

Source: Survey Data
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In the case of nearest retail stores, aeem@®fit per month is 5001-7000
(42.5%) followed by 7001-15000 (39.7%), 15001-25090%%) and 3001-5000
8.2%). In the case of around retail stores, awem@gfit per month is 7001-15000
(48.6%) followed by 15001-25000 (21.5%) and 300066Q17.7%). For far away
retail store, the monthly profit in between 3001360(34.7%) followed by 5001-
7000 (33.35%). The table 4.37 shows the Chi squalge as 161.439 with the p
value .000. Since the p value is less than 0.@&Lnthl hypothesis is rejected at the
1% level of significance. There is significant asation between average profit per
month before five years and distance from organizetil store. From the
comparison of above two tables, it is clear thagérage profit of nearest stores

decreased after the arrival of organized retailers.
f) Reasons for Decreasing Average Monthly Income
The table 4.38 shows the reasons for decreasiergug® monthly income

Table 4.38

Reasons for Decreasing Average Monthly Income

Distance

Reason Total

Nearest Around Far away
Competition from organizeg 215 39 0 254
retailers (100.0%) | (62.9%) (0.0%) (87.6%)
Competition from 0 23 13 36
traditional retailer (0.0%) (37.1%) | (100.0%) | (12.4%)
Total 215 62 13 290

(100.0%) | (100.0%) | (100.0%) | (100.0%)

Chi square value=156.936, df=2, p=.000

Source: Survey Data

The table 4.38 reveals the reasons foredsmg monthly profit. The reason
for decreasing monthly profit of the nearest retstibres is competition from
organized retailers and for far away shops is caitipe from traditional retail
shops. At the same time around stores face conguefrom organized (62.9%) and

traditional (37.1%) retail store$he chi square result shows that there is sigmtic
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association between the average monthly incomeagltional retailers and their

distance from organized retailers.
4.4.4 Attitude of Traditional Retailers

The section 4.4.4 shows the attitude ofiti@thl retailers towards market
trends, dealing with competition and children takinp business of traditional
retailers and their distance from organized retsile

HO:  There is no significant association betwedituale of traditional retailers
and their distance from organized retailers.

a) Attitude towards Market Trends

The table 4.39 shows the attitude of traditionsthifers towards market
trends. The table contains five statements, Al, A2, A4, and A5. Al: “A
supermarket/large self-service store is the walyetan the future”, A2: “Organized
store are temporary phenomena, they will not lasra period of time”, A3:
“Supermarkets/large self-service stores are gootl] Bm fine in my own business
format. | do not need to change ”, A4: “My set aktomers are different from those
of modern/large self-service stores so there vatl lme any effect on my business”,
A5: “I have a set of loyal/regular customers thdt mot change even if new, more

modern stores come in”
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Table 4.39

Attitude towards Market Trends
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Source: Survey Data
** Significant at 1% level

From the table 4.39, it is clear that nafsthe nearest retail stores (51.6%) are
disagree with the statement “A supermarket/lardlesgevice store is the way to be
in the future”, but most of the around (49.2%) dadaway (52%) retail stores are
agree with this statement. The Chi square resolvstthat the p value is less than
.01, the null hypothesis is rejected. Majority bé tnearest retail stores (58.4%) are

agree with the statement “Organized store are teanp@henomena, they will not
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last over a period of time”, but majority of theoand (50.8%) and far away (52%)
stores are disagree with this statement. The Gharsgresult shows that the p value
is less than .01, the null hypothesis is rejecté@ majority traditional retailers from
the nearest (94.1%), around (85.6%) and far aw&y7%8) are agree with the
statement, “Supermarkets/large self-service st@aregood, but | am fine in my own
business format. | do not need to change” and thies@uare value shows that the p
value is greater than .05, the null hypothesiceepted. In the case of the statement
“My sets of customers are different from those aidern/large self-service stores so
there will not be any effect on my business”, mi#joof the traditional retailers,
nearest store (85.8%), around store (96.7%) andviay stores (100%) are agree
with this statement. The Chi square result showsttie p value is less than .01, the
null hypothesis is rejected. Majority of the ne#(®8.3%) and far away (65.3%)
retail stores are agree with the statement “| teaget of loyal/regular customers that
will not change even if new, more modern stores e&dni but around stores
(81.8%) are disagree with this statements. ThedQbare result shows that the p
value is less than .01, the null hypothesis isctepk

Hence it is concluded that, in the caseket Trend, most of the nearest
retailers does not believe that organized retaidgesthe way to be in the future.
They expect that organized retail stores are tearggshenomena — they will not
last over a period of time. Most of the nearesailets are fine with their own
business format and they believe that their custeraee different but there is a
chance to change to organized retail stores. Icdke of around and far away stores
they believe in the high future of organized reta@! They are fine with their
business format. Around retailers believe thatrthestomers are different that will
not change even if new, more modern stores comdun.the far away stores
believed that their customers are different butrehis a chance to change to

organized retail stores.
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b) Attitude towards Dealing with Competition

The table 4.40 shows the attitude of traditioesditers towards dealing with
competition. This section includes three statem&itsB2 and B3. B1: “I would
like to change my business in keeping with moderes”, B2: “I don’t have the
resources to change my business in keeping withemaiimes”, and B3: “We have
always been doing this business in a certain wayp. mot see any reason to change

that”.
Table 4.40

Attitude towards Dealing with Competition
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Source: Survey Data
** Significant at 1% level

The table 4.40 shows the attitude of tradél retailers towards dealing with
competition. Majority of the nearest (95.4%) and #avay (65.3%) retailers are
agree with the statements “I would like to changg Imusiness in keeping with
modern times”, but majority of the around retailére.7%) are disagree with this
statement. The nearest (95%) and far away (65.&38jlers are agree with the

statement “I don’t have the resources to changéusiness in keeping with modern
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times”but around retailers (66.9%) are disagred wiese statements. In the case of
“We have always been doing this business in aicenay. | do not see any reason
to change that” nearest (98.6%) and far away (6p1&%ailers are disagree. The p
value of above three statements is less than dthesnull hypothesis is rejected at
1% of significance. There is significance differenmetween attitude of traditional
retailers towards dealing with the competition dhdir distance from organized
retailers. In the case of dealing with the competjtfor the nearest and far away
retailers wants to change their business in keepiith modern times but they
don’'t have resources to change, but majority efdlound retailers don’t want to

change their business in keeping with modern times.
c) Attitude towards Children Taking Up Business

The table 4.41 shows the attitude of traditionahilters towards children
taking up business. The table contains three s&atenC1, C2 and C3. C1: “| would
definitely like my children to continue with thersa business”, C2: “I would like
my children to get into my business but will leate choice to them” and C3: “I

would insist that my children take up anything otti@n this business”.
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Table 4.41

Attitude towards Children Taking Up Business
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Source: Survey Data

** Significant at 1% level

The table 4.41 shows that, In the casattitide towards children taking up
business, majority of the nearest (96.8%) arourdl2(s) and far away (90.7%)
retailers disagree with the statement “I would wigdly like my children to continue
with the same business”. The majority of the neg@%2%) retailers agree with the
statement”l would insist that my children take uqything other than this business”
but around (60.2%) and far away (76%) retailereagrith the statement”l would
like my children to get into my business but walale the choice to them” The
analysis shows that the p value of statementstibfide towards children taking up
business is less than .01, so the null hypothegested at 1% level of significance.
In the case oéttitude towards children taking up business, tharest retailers are
strongly against children taking up business batiad and far away retailers would

like to children get into their business but waale the choice to them.
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Table 4.42

Attitude of Traditional Retailers towards Market Tr end

SI No ) test value =3
Variables
Mean| SD | tvalue | pvalue
1. The way to be in the future 296 1.02 -810 419
2. Temporary phenomena 282 113 -3.394 .000**
3. | am fine in my own business format 3.71 .87 .83% | .000**
4. My set of customers are different. 3.83 .58 32.4 .000**
5. | have a set of loyal/regular customefs. 2|75 7 |9-5.477 | .001**

Source: Survey Data

** Significant at 1% level

The table 4.42 shows the attitude raflitional retailers towards market
trend. It is clear from the analysis that the mesores of the statements,
“Supermarkets/large self-service stores are good) bm fine in my own business
format. |1 do not need to change” (Mean score=3afij “My set of customers are
different from those of modern/large self-serviterass so there will not be any
effect on my business” (Mean score=3.83) are alibeetest value (3) and these
statements are significant. In the case of thestants, “A supermarket/large self-
service store is the way to be in the future” (Mesaare=2.96), “Supermarkets/large
self-service stores are temporary phenomena —\hiéyot last over a period of
time” (Mean score=2.82) and “l have a set of layallar customers that will not
change even if new, more modern stores come in"aMg&core=2.75) ,the mean
values are significantly less than test value awogdtrof the retailers disagree with
these statements.
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Table 4.43

Attitude of Traditional Retailers on Dealing with Competition

S

test value = 3

NoO Variables

Mean SD tvalue | pvalue
1. I would like to change 3.26 0.99 5.73 .000%*
2. | do not have the resources 3.33 0.97 7.36 00p*
3. | do not see any reason 2.64 0.95 -8.22 .000**

Source: Survey Data

** Significant at 1% level

The attitude of traditional retailers todsrdealing with competition is
shown in the table 4.43, which make it clear tha tnean score of first two
statements, “I would like to change my busineskaeping with modern times”
(Mean score =3.26) and “I do not have the resoucetange my business” (Mean
score=3.3263) are more than test value (3) anck thisgements are significant and
most of the respondents agree with these statemBmesstatement, “I do not see
any reason to change that” is concerned the meane $2.64) is significantly less

than test value (3). There for most of the respotgldisagree with this statement.

Table 4.44

Attitude of Traditional Retailers towards Children Taking up Business

S| test value = 3
N Variables
0 Mean SD t value p value
1. | would definitely like 2.31 0.71 -21.25 .000*
2. | will leave the choice to 291 1.00 194 054
them
3. | would insist 3.30 0.97 6.73 .000**

Source: Survey Data

** Significant at 1% level

The attitude of traditional retailers todsrchildren taking up business is

shown in the table 4.44, which make it clear tkiaé, statement “| would insist that
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my children take up anything other than this bussiiés concerned the mean score
(3.30) is greater than test value and it is sigaiit, most of the respondents agree
with these statement. The mean scores of the statentl would definitely like my
children to continue with the same business” (Mseore =2.31), “I would like my
children to get into my business but will leave ttlteice to them” (Mean score
=2.91) is less than test value (3) and these stattare not significant. Most of the

respondents disagree with these statements.

Table 4.45

Attitude of Traditional Retailers towards Organized Retailers

S| Variables Mean SD Test t value p value
No value
1. | Market Trend 16.09 1.80 15 13.229 .000%*
o, | Dealing with 923 | 129 | 9 | 3840 .000%
Competition
3. | rdrentakingup | gsp | 101 | o | -10.368 .000%
usiness

Source: Survey Data

** Significant at 1% level

The table 4.45 shows that, the mean sobrenarket trend (16.09) and
dealing with competition (9.23) are greater thast tealue (15 and 9 respectively)
and the p value is .000, less than .01. It is diean this analysis that there is highly
significant difference between attitude of tradi@db retailers towards market trend
and dealing with competition and most of the resigoitis agree with these two
variables. The mean score of children taking upnass (8.52) is less than test
value (9), there is less significant differencewssn attitude of traditional retailers

towards children taking up business.

The diagrammatical representation of the attitudetraditional retailers
towards market trend, dealing with Competition @hddren taking up business is

presented in Figure 4.5.
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Figure 4.5
Attitude of Retailers towards Market Trends, Dealing With
Competition and Children Taking up Business based on the
Distance from Organized Retail Store.
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Table 4.46

Overall Attitude of Traditional Retailers towards Organized Retailers

Test Value = 33

NSCI) Variable Mean SD t value p value
Attitude of traditional

1. | retailers to organized 33.8400 2.55 7.175 .000**
retailers

Source: Survey Data

** Significant at 1% level

The table 4.46 makes it clear that, The rmeeore of the attitude of
traditional retailers to organized retailers (mesmore=33.84) is greater than test
value (33) and it is significant with the p val@®0 less than .01, so it is clear that
there is a highly significant difference betweerm@l attitude of traditional retailers
towards organized retailers .
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Attitude of Traditional Retailers towards Organized Retailers Based on

Distance

One way Analysis of Variance was used fomparing the attitude of
traditional retailers towards organized retailesddl on distance category and
testing the stated hypothesis and the result wesepted in table 4.47

HO:  There is no significant difference betweenadtigude of traditional retailers

towards organized retailers.

Table 4.47

Attitude of Traditional Retailers

Distance N Mean SD F value p vslue
Nearest 219 33.61 3.29
Around 181 34.12 1.85
1.979 0.139
Far away 75 33.85 1.02
Total 475 33.84 2.55

Source: Survey Data

The table 4.47 shows the attitude of tradai retailers to organized retailers
based on distance. The result of One way ANOVA shtvat the mean score of
around stores (34.12) is high followed by far avgayres (33.85) and the nearest
stores (33.61). The p value (.139) is greater tB&nthe null hypothesis is accepted
at 5% level of significance. Hence it is concluddwht there is no significant
difference between the attitude of traditional ifeta based on distance.

Attitude of Traditional Retailers towards Market Tr end, Dealing with

Competition and Children Taking up Business basedrothe Distance

The table 4.48 shows the distance wisapasison of attitude of traditional
retailers towards market trend, dealing with contipet and children taking up

business.
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Table 4.48

Attitude of Traditional Retailers towards Market Tr ends, Dealing with
Competition and Children Taking up Business basedrothe Distance

Attitude Disttance N Mean SD F value | pvalue
Nearest 219 15.47 1.82
Around 181 16.77 1.74
Market 29.258 | .000**
Trend Far away 75 16.25 1.18
Total 475 16.09 1.80
Nearest 219 9.80 1.08
Dealing Around 181 8.50 1.15
with 63.361 000**
Total 475 9.23 1.29
Nearest 219 8.33 1.05
Children | Around 181 8.84 0.99
taking up 15.640 .000**
Total 475 8.52 1.01
Nearest 475 16.09 1.80
Total Around 475 9.23 1.29
Far away 475 8.52 1.01

Source: Survey Data

** Significant at 1% level

The result of One way ANOVA shows that ase of market trend, the mean
score of the nearest, around and far away stoeesl&.47, 16.77 and 16.25, with
SD 1.82, 1.74 and 1.18 respectively and the nydblhyesis is rejected at 1% level of
significance. There is a significant difference agdhe nearest, around and far

away stores with regard to the attitude of traddiaretailers towards market trend.

Where as in the case of dealing with cditipe, the mean scores of the
nearest 9.80, around 8.50 and far away 9.31 sterés SD 1.08, 1.15, 1.34
respectively. The p value (.000) less than .01.ddert is concluded that there is a
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significant difference among the nearest, arourdifan away stores with regard to

attitude of traditional retailers towards dealinghwcompetition.

In the case of children taking up businéss mean scores of the nearest 8.33,
around 8.84 and far away 8.29 stores with SD 10089, 0.71 respectively. The p
value of .000, less than .0l.Hence, it is conclutleat there is a significant
difference among the nearest, around and far @tcags with regard to attitude of
traditional retailers towards children taking upsimess, In order to find out the
exact difference among the groups, post hoc testdeme and it is presented in
table 4.49.

Table 4.49

Post Hoc Tests (Multiple comparison):
Attitude of Retailers based on the Distance

. . Mean
Attitude Distance Distance Difference Std. Sig.
(D J) (-J) Error

Nearest Around -1.30 0.17 .000**
Far away -0.78 0.23 .003**
Market Around Nearest 1.30 0.17 .000**
trend Far away 0.52 0.23 .085
Far away Nearest 0.78 0.23 .003**

Around -0.52 0.23 .085

Nearest Around 1.30 0.12 .000**
_ Far away 0.49 0.15 .006**
Dealing Nearest 11.30 0.12 000
with | Around e way 20.80 0.16 000**

competition . . .

Far away Nearest -0.49 0.15 .006**

Around 0.80 0.16 .000**

Nearest Around -0.51 0.10 .000**

_ Far away 0.04 0.13 .954
gl‘('i'r‘ljéeu”p nroung | Nearest 0.51 0.10 .000*
business Far away 0.55 0.13 .000**
Far away Nearest -0.04 0.13 .954

Around -0.55 0.13 .000**

Source: Survey Data

** Significant at 1% level
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The table 4.49 shows the result of posttest for conducting the inter group
comparison. From the Scheffe post hoc test, ircése of market trends the p values
of Nearest-Around (.000), Nearest- Far away(.008)less than .01, it is clear that
there is significant differences between attitudetraditional retailers related to
market trends for Nearest-Around and Nearest-alaay retailers but for Around-
Far away (p =.085), p value is greater than .08reths no significant difference
between attitude of traditional retailers relatednarket trends for Around-Far away

retailers.

In the case dealing with competition, theajues of Nearest-Around (.000),
Nearest- Far away (.006), Around-Far away (.008)less than .01, it is clear that
there is significant differences between the atgtof traditional retailers related to
dealing with competition for Nearest-Around, Ne&fear away retailers and
Around-Far away retailers.

For children taking up business, the p ealof Nearest-Around (.000),
Around-Far away (.000) are less than .01, it isarcléhat there is significant
differences between attitude of traditional retaileelated to children taking up
business for Nearest-Around and Around-Far awagilees but in the case of
Nearest-Far away (.954), p value is greater thanth@re is no significant difference
in attitude of traditional retailers related toldhen taking up business for Nearest-

Far away retailers.
Section C
4.5 Facilities, Services and Survival Strategies

The section C deals with facilities, seedi@nd survival strategies provided

by traditional retailers on the basis of distangega.
4.5.1. Facilities and Services

Indian consumers are likely to move fromuditional kirana stores to large
organized retailers while shopping for groceriebjclv indicate that it is inevitable

that there should be a modernization of commerderims of facilities and services
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(Paromita Goswami, Mridula S. Mishra, 2009). Thielda4.50 shows the facilities

and services provided by traditional retailers dheir distance from organized

retailers

HO:  There is no significant association betweaenilifees and services provided

by traditional retail stores and their distancerfrorganized retail stores.

Table 4.50

Facilities and Services

Facilities Nearest Around Far away Chi 0
and Services square value
value
Y N P Y N P Y N P
1 202 16 37 91 53 4 54 17
Pos 97.36 | .000**
.5% 92.2% | 7.5% | 20.4% | 50.3%| 29.3%| 5.3% | 72% | 22.7%
Credit Card 218 1 181 s 1.17 557
99.5% | .5% 100% 100% ' '
. 218 1 181 75
Scanning - - - - - 1.17 .557
99.5% | .5% 100% 100%
Computerized 1 202 16 37 91 53 4 54 17 97.36 000
Accounting .5% 92.2% | 7.5% | 20.4% | 50.3% | 29.3%| 5.3% | 72% | 22.7% ’ '
Electrical 39 84 96 74 94 13 17 32 26 7224 | 000**
Equipments | 17.8% 38.4%) | 43.8% | 40.9% | 51.9% | 7.2% | 22.1%| 42.7%| 34.7% ’ '
219 181 75
A/C - - - - - - - -
100% 100% 100%
Electronic
178 33 8 138 18 25 50 25
Weighing - 40.83 | .000**
Machine 81.3%| 15.1% | 3.7% | 76.2%| 9.9% | 13.8% | 66.7%| 33.3%
Credit Cards 218 1 181 s 1.17 557
99.5% | .5% 100% 100% ' '
. 173 46 157 24 75
Cash Credit - - - - 20.12 | .000**
79% 21% 86.7%| 13.3% 100%
12 177 30 3 166 12 64 11
Home ; 14.19 | .007*
Delivery 55% | 80.8% | 13.7%| 1.7% | 91.7%| 6.6% 85.3%| 14.7%
20 51 4
160 48 11 109 62 10
After Sales 26.9%| 68% | 5.1% | 109.05| .000**
Service 72.9%| 22.1% 5% 60% | 34.7%| 5.3 %

Source: Survey Data ** Significant at 1% level

211




The table 4.50 shows the facilities andlises provided by traditional retailers
with regard to the distance from organized retail@he majority of the nearest
(92.2%), around (50.3%) and far away (50.3%) stdoest use POS / Computerized
billing. The nearest, around and far away retaildon’t provide Credit card
machine, Scanning/bar coding and Air conditionifige table shows that 37 percent
of around stores, 4 percent of far away storesaedpercent of the nearest stores
use Computerized Accounting, Inventory Control,et0.9 percent of around stores,
22.1 percent of far away stores and 17.8 percettieohearest stores use Electrical
Equipments. Majority of the nearest (81.3%), aro(if@l2%) and far away (66.7%)
stores use electronic weighing machine. Majorityhef traditional retail stores from
nearest (79%), around (86.7%) and far away (100f4yige cash credit to their
customers. In the case of home delivery, 5.5 péroérthe nearest stores 1.7%
percent of around stores provide and far away stdan’'t provide this facility.
Majority of the nearest (72.9%) and far away sto{@3%) provide after sales

service but 68% of far away stores don’t provids facility.

Hence it is concluded that majority of tinaditional retail stores provide
Electronic Weighing Machine, Cash Credit but mi&oof the retailers don'’t
provide POS / Computerized billing, Computerizeccéunting, Inventory Control,
Electrical Equipments, Home Delivery and none oénthProvide Credit Card
Machine, Air Conditioning and Scanning / Bar CodiMgjority of the nearest and
around stores provide After Sales Service but nobshe far away stores don'’t

provide this facility.
4.5.2 Change in Retail Business

The table 4.51 shows the significant relationsbgtween changes in
traditional retail business after organized restoreopening nearby on the basis of

distant criteria.
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Table 4.51

Change in Retail Business

Change in retail Distance Total
business Nearest Around Far away

Yes 218 173 19 410

(99.5%) (95.6%) (25.3%) | (86.3%)
No 1 8 56 65

(0.5%) (4.4%) (74.7%) | (13.7%)

Total 219 181 75 475
(100.0%) | (100.0%) | (100.0%) | (100.0%)

Chi square value= 281.729, df=2, p value =.000

Source: Survey Data

The table 4.51 shows that majority of nebf89.5%) and around (95.6%)
retailers change their business after organizexlees opening nearby but only 25.3
percent far away retailers change their busindss.tdble 4.51 shows the Chi square
value as 281.729 with the p value .000. Since thalpe is less than 0.01 the null
hypothesis is rejected at the 1% level of signife@ There is an association
between any change in traditional retail busindt&s arganized retail storepening
nearby and distance from organized retailers. H@nseconcluded that the opening
of organized retailers highly affected the neasest around stores than far away

stores.
4.5.3 Survival Strategies Adopted by Traditional Reilers

Some kind of intervention is required for tradi@bnretailer’'s future
existence. So the initiatives should be taken tiget the interest of the traditional
sector as this sector having the employment oppibytto the majority of the
society and this is the one of the areas of erdgreqrrship development in the
country as the most of the retails respondentshawing less than one lakh rupee
investment and belonging to the low income famili@be traditional retailers
should make strategies to retain their customergproyiding quality goods and
services and they should also go for collaboratmitkin the regional level then

only they can survive in this globally competitawerld (Shikha Bhatnagar, 2015).
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a) Product Related Survival Strategies

The table 4.52 shows the product related survstedtegies adopted by

traditional retailers based on distance criteria.

Table 4.52

Product Related Survival Strategies

Distance from organized retailers Chi- o
stl:;\tlcl-:‘vgai:es Nearest Around Far away S\?:li;e value
Yes No Yes No Yes No

. 150 69 128 53 51 24

Packetitems | g'505) | (31.5%)| (70.7%) | (29.3%) | (68%) | (32%) | 27 | 862
Added new 212 7 161 20 69 6 9607 | 008*
product lines (96.8%) | (3.2%) (89%) (11%) (92%) (8%) ' '
Discontinued

176 43 115 66 59 16 i
some product | a5 496) | (19.6%) | (63.5%) | (36.5%) | (78.7%) | (21.3%) | 12-615| 000
Increased
number of 161 58 122 59 45 30 5.148 .076
brands (73.5%) | (26.5%) | (67.4%) | (32.6%) | (60%) | (40%)

Source: Survey Data

**Significant at 1% level

The table 4.52 shows the product relatedviwgal strategies adopted by
traditional retailers with regard to distance fronganized retailers. It is clear from
the analysis that majority of the around stores. %) increased packet items
followed by nearest stores (68.5%) and far awayestd68%). Majority of the
nearest stores (96.8%), far away stores (92%) amahd stores (89%) added new
product lines. Majority of the nearest stores (88).4iscontinued some product
lines followed by far away stores (78.7%) and arbstores (63.5%). Majority of
the nearest stores (73.5%) around stores (67.4%) fan away stores (60%)
increased number of brands. The Chi square valowsskthat, the p value of added
new product lines, discontinued some product liedess than .01, the null
hypothesis is rejected at 1% level of significartdence it is concluded that there is
significant difference among traditional retail@fsvarious distance from organized
retailers with regard to added new product lined discontinued some product
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lines. The p values of increased packet items anckased number of brands is
greater than .05, so, there is no significant diéffiee among traditional retailers of
various distance from organized retailers with rdga increased packet items and

increased number of brands.
b) Price Related Survival Strategies

The table 4.53 shows the price related survivehtegies adopted by

traditional retailers based on distance criteria.

Table 4.53
Price Related Survival Strategies

Distance from organized retailers Chi-
Survival square | p value
strategies Nearest Around Far away value
Yes No Yes No Yes No
Reduced 71 148 18 163 16 59 29.103| 000*
Price (32.4%)| (67.6%) | (9.9%) | (90.1%)| (21.3%)| (78.7%) ’ '
Reduced 115 104 55 126 16 59

expenses | (52.5%)| (47.5%) | (30.14%) | (69.6%) | (21.3%)| (78.7%)| 32238 .000*

111 108 44 137 16 59

Reduced Stafl 55 7900 | (49.306) | (24.3%) | (75.7%) | (21.3%)| (78.7%)

38.237| .000**

| 2 217 16 165 75 N
Discount (9%) | (99.1%) | (8.8%) | (91.2%)| ~ | (100%) | 20-586| 000

Source: Survey Data
**Significant at 1% level

The table 4.53 shows the price related sahstrategies adopted by traditional
retailers with regard to distance from organizadilers. It is clear from the above
analysis that, majority of the around (90.1%) favag (78.7) and the nearest
(67.6%) retail stores did not reduce price, butangj of the nearest stores reduced
expenses and reduced staffs. Only 16 percent cdrithénd and two percent of the
nearest stores provide discount to their custonaews far away stores did not
provide discount and offers. Since the p valuesedticed price, reduced expenses,

reduced staff and discount, offers are .000, thiehypothesis is rejected at 1% level
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of significance. Hence it is concluded that thexaignificant difference among the

nearest, around and far away retailers with regaptice related survival strategies.
c) Distribution Related Survival Strategies

The table 4.54 shows the distribution relagarvival strategies adopted by
traditional retailers based on distance criteria.

Table 4.54

Distribution Related Survival Strategies

Distance from organized retailers Chi-
Survival square | p value
strategies Nearest Around Far away value
Yes No Yes No Yes No
8 211 22 159 3 72
Home 12.28 | .002*
delivery (3.7%) | (96.3%) | (12.2%) | (87.8%)| (4%) | (96%)
- 167 52 107 74 62 13
Convenient 20.19 | .000*
timing (76.3%) | (23.7%) | (59.1%) | (40.9%)| (82.7%) | (17.3%)
167 52 74 107 42
Self service 33(44% 57.63 .000**
Vic® | 76.3%) | (23.7%) | (40.9%)| (59.106)| 47| (5606
i 192 27 115 66 16 59
Credit 115.66| .000%
facility (87.7%) | (12.3%) | (63.5%) | (36.5%)| (21.3%) | (78.7%)
ini 9 210 1 180 75
Training ; 799 | .o18*
staffs (4.1%) | (95.9%) | (.6%) | (99.4%) (100%)

Source: Survey Data
**Significant at 1% level
* Significant at 5% level

In the case of distribution related survival stigas adopted by traditional
retailers with regard to distance from organizethilers, only 12.2 percent of
around, 4 percent of far away and 3.7 percent afest stores are improved home
delivery; 76.3 percent of nearest stores, 44 péregraway stores and 40.9 percent
around stores are introduced self service. Majarftthe nearest (87.7%) and around
(63.5%) stores extent their credit facility butpg@ll.3 percent of far away stores are
extent their credit facility. Only 4.1 percent oéarest and 6.5 percent of around
stores are training staffs for politely service. @& the Chi square result, p values of
the Improved home delivery (p =.002), Convenientirig of operation (p =.000),
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Introduced self service (p =.000), Extension ofidré&cility (p =.000) and Training

staffs for Politely service (p =.018), are lessnth@s, the null hypothesis is rejected
at 5% level of significance. There is significarftetence among traditional retailers
with regard to distribution related survival stgiess based on distance from
organized retailers. Hence it is concluded thatonmitgj of the traditional retailers

introduced self service, convenient timing of opiera and extend their credit
facility. But very few retailers improved their hentlelivery and provided training

to their employees.
d) Promotion Related Survival Strategies

The table 4.55 shows the promotion related suhstategies adopted by

traditional retailers based on distance criteria.

Table 4.55

Promotion Related Survival Strategies

Distance from organized retailers Chi-
Survival square | p value
strategies Nearest Around Far away value
Yes No Yes No Yes No
After sales 129 90 116 65 37 38 4.822 090
service (58.9%) | (41.1%) | (64.1%) | (35.9%) | (49.3%) | (50.7%) ' '
et 207 12 133 48 66 9
Varieties of 35.789| 000*
products (94.5%) (5.5%) (73.5%) | (26.5%) | (88%) (12%)
Attractive 69 150 73 108 22 53
appearance of o o o . o o 4.476 .107
retail shops (31.5%) | (68.5%) | (40.3%) | (59.7%) | (29.3%) | (70.7%)
. 10 209 2 179 75
Advertisement - 7.129 .028*
(4.6%) (95.4%) (1.1%) | (98.9%) (100%)

Source: Survey Data

**Significant at 1% level
* Significant at 5% level

From the table 4.55 concerned, in the cdiggromotion related strategies,
majority of the nearest (58.9%) retail store ofteedter sales service followed by
around (64.1%) and far away (49.3%) stores. Majaitnearest stores (94.5%), far
away stores (88%) and around stores (73.5%) provédieties of products. Only
29.3 percent far away stores give attractive amear to their shops followed by
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31.5 percent nearest stores and 40.3 percent astares. Only 4.6 percent nearest
stores provide advertisement followed by 1.1 pdreeaund stores. For promotion
related survival strategies, the p value of vaseetof products (p=.000) and
advertisement (p=.028) are less than .05, thehygbthesis is rejected. In the case
of after sales service and attractive appearancetaf shops, the p values are (.090
and .107 respectively) greater than .05. The ngpbothesis is accepted. Hence it is
concluded that there is significant difference lesw the nearest, around and far
away retailers towards varieties of products andedtsement but there is no
significant difference between the nearest, aroand far away retailers towards

after sales service and attractive appearanceaif seops.

The survival strategies adopted by the nearestinar and far away retailers

are diagrammatically presented in Figure 4.6

Figure 4.6
Comparison of Survival Strategies Adopted by Traditional
Retailers
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3
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Survival Strategies Adopted by Traditional Retailes

One way Analysis of Variance was used for comparihg survival
strategies adopted by traditional retailer's basedhe distance criteria and testing

the stated hypothesis and the result is present&bie 4.56.
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HO: There is no significant difference in the sual strategies adopted by

traditional retailers among the nearest, aroundfandway retailers.

Table 4.56

Survival Strategies Adopted by Traditional Retaileis

Survival

. Distance N Mean SD F value | pvalue
strategies

Nearest 219 3.1918 1.2265
Around 181 2.9061 1.4746]

o=

Product related 2.414 .091

Far away 75 2.9867 1.2024

Total 475 3.0505| 1.3270¢

Nearest 219 1.3653 1.2429p

) Around 181 .7348 1.03621
Price related | 18.937 .000**

Far away 75 .6400 1.23726

Total 475 1.0105| 1.21084

Nearest 219 2.4795 .66587

istributi Around 181 1.7624 .85889
Distribution 61.726 000**

related Faraway| 75 1.52000  .92063

Total 475 2.0547 .88181

Nearest 219 1.8950 .63746

' Around 181 1.7901 47153
Promotion 4.860 .008**

related Faraway | 75 1.6667| .57735

Total 475 1.8189 57447

Nearest 219 8.9315 1.27785
Around 181 7.1934| 2.73682
Total 43.859 .000**
Far away 75 6.8133 2.6236

Total 475 7.9347| 2.35328

[¢2)

Source: Survey Data

** Significant at 1% level

The table 4.56 shows the distance wise emisgn of survival strategies
adopted by traditional retailers. The result of Gveey ANOVA shows that, in the
case of product related strategies (p=.091), thiehgpothesis is accepted. There is
no significant difference in the product relatedrvetal strategies adopted by

traditional retailers among the nearest ,arourdifanaway retail stores .Where as
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in the case of survival strategies related to piistribution and promotion, the p
values (.000) are less than .01 Hence, it is calecuthat there is a significant
differences among the Nearest, Around and Far atags with regard to survival
strategies related to price ,distribution and prbomo In order to find out the exact

difference among the groups, post hoc test was dodét is presented in table 4.58.

Table 4.57

Post Hoc Test (Multiple Comparisons): Survival Stréegies Adopted by
Traditional Retailers

Attitude Distance () | Distance (J) Dh!\f/leeiggce Std. Error Sig.
(I-3)
Nearest Around .28570 13292 .100
Product related Around Far away -.08059 .18170 .906
Far away Nearest -.20511 17702 512
Nearest Around .63049 11728 .000**
Price related Around Far away .09481 .16032 .840
Far away Nearest -.72530 .15619 .000**
o Nearest Around 71702 .07903 .000**
rDelgttré%utlon Around Far away 24243 .10804 .082
Far away Nearest -.95945 .10526 .000**
Nearest Around .10492 .05724 .188
Promotion
related Around Far away 12339 .07826 .289
Far away Nearest -.22831 .07624 .012¢
Nearest Around 1.73814 21754 .000*F
Total Around Far away .38004 .29739 443
Far away Nearest -2.11817 28973 .0007*

Source: Survey Data
* *Significant at 1% level
*Significant at 5% level

The table 4.57 shows the result of Pamt tést for conducting the inter group
comparison. From the Scheffe Post Hoc test, Ircése of product related survival
strategies p values of Nearest-Around retailersl@®), Around -Far away retailers
(p=.906) and Far away -Nearest retailers (p=.518) qaeater than .05, the null

hypothesis is accepted. There is no significantedthce in the product related
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survival strategies adopted by traditional retailamong the Nearest, Around and
Far away retail stores. In the case of Price rélatarvival strategies p values of
Nearest -Around retailers (p=.000) and Far awayearbist retailers (p=.000) are less
than .01, the null hypothesis is rejected. Thergigsificant difference in the price

related survival strategies adopted by traditionslailers among the Nearest
_Around and Far away _ Nearest retailers. For Adourar away retailers (p=.840)
p value is greater than .05, the null hypothesectepted. In the case of Distribution
related survival strategies p values of NearestouAd retailers (p=.000) and Far
away _ Nearest retailers (p=.000) are less thanth@Lnull hypothesis is rejected.
There is significant difference in the distributicelated survival strategies adopted
by traditional retailers among the Nearest Aroustdilers and Far away _ Nearest
retailers. For Around _Far away retailers (p=.0B2)alue is greater than .05, the
null hypothesis is accepted. For Promotion relaedival strategies p values of
Nearest _Around (.188) and Around _Far away retai(p=.289) are greater than
.05, the null hypothesis is accepted. There is ignificant difference in the

Promotion related survival strategies adopted bgditional retailers for

Nearest_Around and Around_Far away retailers buE& away _ Nearest retailers

(p=.012) p value is less than .05, the null hypsithes rejected.
Survival Strategies Adopted by Traditional Retailess based on the Distance

The table 4.58 shows the distance wise compardosurvival strategies

adopted by traditional retailers.

HO:  There is no significant difference in the sual strategies adopted by
traditional retailers based on the distance.
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Table 4.58

Survival Strategies Adopted by Traditional Retailess based on the Distance
(Multiple comparison)

Survwgl Diatance N Mean | Std. Deviation F Pvalue
strategies value

Nearest | 219 | 3.1918 1.22651
Around 167 | 3.1497 1.25932
SS_Product g7 461
Faraway| 75 2.9867 1.20240

Total 461 | 3.1432 1.23407

Nearest | 136 2.1985 .80572

_ Around 71 1.8732 77330
SS_Price 14.71 | .000**

Faraway | 16 3.0000 .00000

Total 223 | 2.1525 .81322

Nearest | 219 | 2.4795 .66587

o Around 163 1.9571 .66062
SS_Distributio 43.15 | .000**

Far away | 65 1.7538 .75064

Total 447 2.1834 .73807

Nearest | 219 1.8950 .63746

) Around 179 1.8101 43409
SS_Promotion 4.789 | .009**

Faraway | 75 1.6667 57735

Total 473 1.8266 56333

Nearest | 219 | 7.3288 3.17843
Around 181 | 5.9006 3.19567
SS_Total 10.54 | .000**
Faraway | 75 6.8133 2.62366

Total 475 | 6.7032 3.16666
Source: Survey Data

* *Significant at 1% level

The table 4.58 shows the distance wise casga of survival strategies
adopted by traditional retailers. The result of Oday ANOVA shows that in the
case of Product related strategies (p=.461), thiehgpothesis is accepted. There is

no significant difference among the nearest, arcumd far away stores with regard
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to the product related survival strategies adopWtere as in case of survival

strategies related to price, distribution and probomy the p value (.000) is less than
.01 Hence, it is concluded that there is a sigaiftcdifference among the nearest,
around and far away stores with regard to pricgtrjdution and promotion related

survival strategies .In order to find out the exdifterence among the groups, post
hoc test was done and presented in table 4.59.

Table 4.59

Post Hoc Test: Distance wise Comparison of Surviv@trategies

Dependent : . _Mean .
. (I) DistCat | (J) DistCat | Difference| Std. Erronf ~ Sig.
Variable (1-J)
Nearest Around .04208 | .12684 946
SS_Product Around Far away 16303 | .17162 .637
Far away Nearest -.20511 | .16519 463
Nearest Around 32529 | .11233 | .016*
SS_Price Around Far away | -1.12676 | .21232 | .000**
Far away Nearest | .80147 | .20277 | .001*
Nearest Around 52240 .07002 | .000**
SS_Distribution Around Far away 20321 | .09929 | .124
Far away Nearest | -.72561 | .09561 | .000**
Nearest Around .08492 | .05631 322
SS_Promotion Around Far away 14339 | .07687 177
Far away Nearest -.22831 | .07477 | .010**
Nearest Around 1.42821 | .31189 | .000**
SS_Total Around Far away | -.91278 | .42636 | .102
Far away Nearest | -.51543 | .41539 | .464

Source: Survey Data
** Significant at 1% level
*Significant at 5% level

The table 4.59 shows the result of Post Hoc testdaducting the inter group
comparison. From the Scheffe Post Hoc test, Ircése of product related survival
strategies p values of Nearest Around retailers.946), Around _Far away
retailers (p=.637) and Far away _ Nearest retafj@ers463) are greater than .05, the

null hypothesis is accepted. There is no significifierence in the product related
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survival strategies adopted by the nearest, aramadfar away retail stores. In the
case of Price related survival strategies p valokesNearest _Around retailers

(p=.016), Around _Far away retailers (p=.000) armat &way _ Nearest retailers
(p=.001) are less than .05, the null hypothesisejsected. There is significant

difference in the price related survival strategaekopted by traditional retailers
among the Nearest_Around , Around _Far away andawary _ Nearest retailers .
In the case of distribution related survival stgae p values of Nearest _Around
retailers (p=.000) and Far away _ Nearest reta{jers000) are less than .01, the
null hypothesis is rejected. There is significaiftedence in the distribution related

survival strategies adopted by the Nearest _Aroetallers and Far away _ Nearest
retailers. For Around _Far away retailers (p=.1@4)alue is greater than .05, the
null hypothesis is accepted. For Promotion relaediival strategies p values of
Nearest _Around (.322) and Around _Far away retai(p=.177) are greater than
.05, the null hypothesis is accepted. There is mificant difference in the

promotion related survival strategies adopted laglitional retailers for Nearest
_Around and Around _Far away retailers but for Baray _ Nearest retailers

(P=.010) p value is less than .01, the null hypsithis rejected .
4.5.3.1 Survival Strategies based on the Number Glustomers

Retailers are classified as high, average anddowhe basis of number of
customers and the survival strategies adopted amepared using analysis of

variance and it is presented in Table 4.60.

Table 4.60

Survival Strategies Based on the Number of Customsr

Number of customers N Mean SD F-value
High 107 5.86 3.01
Average 327 7.00 2.99
Low 41 6.51 4.35 5.435
Total 475 6.70 3.17 | (005

Source:Survey Data
* *Significant at the 0.01 level
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The table 4.60 reveals the survival strategiesesobtained for the high
number of customers is 5.86 with SD 3.01 and thaverage and low number of
customers is 7.00 with SD 2.99 and 6.51 with S 4e3pectively. The mean score
is high for average followed by low and high. Frtme analysis it is clear that the
survival strategy score is varying according to nioenber of customers. The result
is significant at 1% level of significance, sinte tp-value (0.005) is less than 0.01.
Hence there exist significant differences in thevisal strategy based on the

number of customers.
4.5.3.2 Survival Strategies based on the Profit

Retailers are classified as high, average anclothe basis of profit and the
survival strategies adopted are compared usingysisabf variance and it is

presented in Table 4.61.

Table 4.61

Survival strategy based on the profit

Profit N Mean SD F-value
High 105 5.19 2.58

Average 230 6.92 3.09 17.984
Low 140 7.48 3.32 (.000*%)
Total 475 6.70 3.17

Source:Survey Data

** Significant at the 0.01 level

The table 4.61 reveals that, the surviwadtsgies score obtained for the high
profit is 5.19 with SD 2.58 and that of average &wd profit is 6.92 (SD 3.09) and
7.48 (SD 3.32) respectively. The survival strateggre is high where there is low
profit. The ANOVA table reveals that the calculadalue is .000, which is less
than 0.01. It is concluded that there is signiftcdifiference among profit group in

the survival strategies adopted by traditionalilets,
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4.6 Correlation Analysis between Number of Customs, Profit and

Survival Strategy

To know the relation between number of customersfitpand Survival

strategy correlation was done and it is presemtedhle 4.62.

Table 4.62

Correlation between Number of Customers, Profit andSurvival Strategy

Number of

ltems Profit
customers
Survival strategy --050 -.295
(p=.274) (.000**)
.313
Number of customers (0007)

Source:Survey Data

** Correlation is significant at the 0.01 level.

The table 4.62 shows the Correlation between nunobetustomers and
survival strategy as well as the correlation betwefit and survival strategy. The
correlation between number of customers and surgtrategy is -.050 (p=0.274)
which indicates that there no significant relatimtween number of customers and
survival strategy. The correlation between profid asurvival strategy is -.295
(p=0.000) which indicates that there exist sigaific negative correlation between
profit and survival strategy. Correlation betweke humber of customers and profit

(r=.313, p=.000) is positive and significant atl0lével of significance.
Regression Analysis

Regression analysis has been performedhtorsummary of the analysis,

beta values and the regression equations are givietiowing table.
4.7 Regression Analysis between Number of Customeaad Profit

Regression analysis was applied to predict theali@ profit using the

number of customers and it is presented in taléig.4.
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Table 4.63

Summary of Regression Analysis between Number ofuStomers and Profit

. standard
Model R R-Square Adjusted R- error of the
square .
estimate
1 313 .098 .096 671.039
Model Sum of squares df Mean square F
Regression 23077132.483 1 23077132.483 51249
residual 212988854.044 473 450293.560 '

Predictors: (Constant), Number of Customer

Dependent variable: profit

The table 4.63 shows the value of the pararseof the regression analysis
between th@umber of customers and profit The result of the analysis is showed
that there is a positive relation between custonad profit. The constant
variables taken against the criterion variable dgdl a coefficient of multiple
correlations (R) .098 and a adjusted®)(Rf .096. The analysis also gave a
standardised error of 671.039, F value of 51.24fhiscant at 0.01 level of

significance.
Table 4.64
Variables in the Multiple Regression Analysis
Unstandardized Standdardlze
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 469.718 56.653 8.291 | .000**
Number of Custome 10.599 1.480 313 7.159 | .000**

Source:Survey Data

** Correlation is significant at the 0.01 level

Here the coefficient of number of customsr$0.599 represents the effect of

number of customers on profit, holding the otherialdes as constant. The
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estimated positive sign implies that such effegdsitive that profit would increase

with increase in customers and this coefficietti@as significant at 1% level.
The multiple regression equati@nofit = Number of customer X 10.599 + 469.72
4.8 Regression Analysis to Predict the Variable Suival Strategy

Regression analysis was applied to predict thealbaisurvival strategy

using the number of customers and profit, it isspréed in table 4.65.

Table 4.65

Summary of Regression Analysis to Predict the Vaable Survival Strategy

. standard
Model R R-Square Adjusted R- 1 o /o1 of the
square .
estimate
1 299 .089 .085 3.02857
Model Sum of squares df Mean square F
Regression 423.855 2 211.928
23.105
residual 4329.290 472 9.172

Predictors: Predictors: (Constant), Profit, NcdColstomer

Dependent variable: Survival strategy

The table 4.65 shows the value of the patara of the regression analysis
between th@umber of customers, profit and survival strategy The result of the
analysis is showed that there is a positive ralaietween survival strategy with
number of customers and profit. The constant veegataken against the criterion
variable yielded a coefficient of multiple corrétats (R) .089 and a adjusted?R
of .085. The analysis also gave a standardised efr®8.02857, F value of 23.105

significant at 0.01 level of significance.
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Table 4.66

Variables in the Multiple Regression Analysis

Unstandardized Standardized
Model Coefficients Coefficients T Sig.
B Std. Error Beta
(Constant) 7.602 274 27.782 | .000**
1 | Number of customer .007 .007 .047 1.007 | .315
Profit -.001 .000 -.310 -6.701 | .000**

Dependent Variable: Survival Strategies

** Significant at the 0.01 level

The table 4.66 shows the analysis of sutveteategy based on number of
customer and Profit. The p value of number of ausis is (.315) is greater than
.05, so it is clear that the number of customenas a significant predictor of
survival strategy. The p value of profit is (.008%s than .01,hence it is concluded

that profit is a significant predictor of survivatategies.
The multiple regression equation for the predicod survival strategy is

Survival strategy = Profit X -.001 +Number of custoner X 0.007 + 7.602
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4.9 Hypotheses Testing- Impact of Organized retaite on Traditional retailers

To sum up, the hypothesis formulated and testedsiyg various statistical

tests are shown in the precise form in the talié.4.

Table 4.67

Result of Hypotheses Testing: Impact of Organizedatailers on
Traditional retailers

Slno Hypotheses Result

There is no significant association between averdgdy
A | turnover of traditional retailers and their distarfrom organized Reject HO
retail store.

There is no significant association between averdgdy
B | turnover of traditional retailers before five yeaasd their] Reject HO
distance from organized retail store.

There is no significant association between redsodecreasing
C | average daily turnover of traditional retailers ahdir distance Reject HO
from organized retail store.

There is no significant association between avetagever per
D | month of traditional retailers and their distanceni organized Reject HO
retail store.

There is no significant association between awetagiover per
E | month of traditional retailers before five yearslatheir distance Reject HO
from organized retail store

There is no significant association between redésodecreasing
F | average turnover per month of traditional retailared their| Reject HO
distance from organized retail store.

There is no significant association between nurobemployees
A | working in traditional retail stores (now) and ithéistance from Reject HO
organized retail store

There is no significant association between nundfefamily
B | employees working in traditional retail stores (noand their] Reject HO
distance from organized retail store.

There is no significant association between numifehired
C | employees working in traditional retail stores (noand their| Reject HO
distance from organized retail store.

There is no significant association between nunobemployees
D | working in traditional retail stores before fiveaye and their Reject HO
distance from organized retail store
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Sl no

Hypotheses

Result

There is no significant association between numifehired
employees working in traditional retail stores befdive years
and their distance from organized retail store.

Reject HO

There is no significant association between numnddefamily
employees working in traditional retail stores befdive years
and their distance from organized retail store.

Reject HO

There is no significant association between redsodecreasing
employees of traditional retailers and their dise@anfrom
organized retail store.

Accept HO

There is no significant association between nunaberustomer
per day of traditional retailers and their distafian organizeo
retail store.

Reject HO

There is no significant association between nunuberustomer
per day of traditional retail stores before fiveagge and thei
distance from organized retail store.

" Reject HO

There is no significant association between redésodecreasing
customers of traditional retailers and their dis@anfrom
organized retail store.

Reject HO

There is no significant association between peraéntegular
customers of traditional retailers and their dis@anfrom
organized retail store.

Reject HO

There is no significant association between nundferegular
customers of traditional retail stores before fixgars and thei
distance from organized retail store.

I Reject HO

There is no significant association between socioemic
profile of customers of traditional retailers artkit distance
from organized retail store.

Reject HO

There is no significant association between socioemic
profile of customers of traditional retail storesfdre five years
and their distance from organized retail store.

Reject HO

There is no significant association between chandeaditional
retail business after any organized retail stoenopy nearby an
their distance from organized retail store.

] Reject HO

There is no significant association between prodwstated
survival strategies adopted by traditional retailend their
distance from organized retail store.

Accept HO

There is no significant association between predated surviva
strategies adopted by traditional retailers and tistance from
organized retail store.

Reject HO
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Sl no

Hypotheses

Result

There is no significant association between distidn related
survival strategies adopted by traditional retailemd their
distance from organized retail store.

Reject HO

There is no significant association between proomotielated
survival strategies adopted by traditional retailend their
distance from organized retail store.

Reject HO

There is no significant association between attitatitraditional
retailers towards market trend and their distanaen forganized
retail store.

Reject HO

There is no significant association between attitofitraditional
retailers towards dealing with competition and itlogstance
from organized retail store.

Reject HO

There is no significant association between attitatitraditional
retailers towards children taking up their businemsgd their
distance from organized retail store.

Reject HO

There is no significant association between théditi@es and
services offered by traditional retailers and tlagstance from

organized retail store

Reject HO

The descriptive analysis regarding the demograptharacteristics of

traditional retailers, impact of organized retalen traditional retailers and survival

strategies adopted by the traditional retailers daseussed in the present chapter.

Now it is worthwhile to examine the effectivene$gpmmotional strategies adopted

by organized retailers. That has been attemptétkiensuing chapter.
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5.1 Introduction

India lately joined the retail revoluti that is rapidly transforming the
economies in other Asian countries. The food armteyy retail is in its nascent
stage with many international retailers waiting fegntures in India. This was
largely due to the excellent food retailing systémat was established by the
traditional stores that continue to meet with &k trequirements of daily needs
without the convenience of the shopping as proviogdhe retail chains; and also
due to the highly fragmented food supply chaimat is cloaked with several
intermediaries (from farm-processor-distributetarler) resulting in huge value
loss and high costs. Organized retailing is sprepdnd making its presence felt in
different parts of the country. With the entry adry large corporate houses like
Reliance Fresh, Vishal, AV Birla group, Bharati-\Whalrt joint venture and the
existing Big Bazaar, Spencer, Food Mart ateo in large scale expansions
across the country, the spread of the organized retgoing to reach soon the small
towns (Gupta A. K, 2005).

The previous chapter attempted to amalyee impact of food and grocery
organized retailers to traditional retailers in &ar Now it is worthwhile to examine
effectiveness of promotional strategies adoptedriggnized retailers. Similarly, it is
relevant to analyze the behavioral factors of oighretail customers. The present

chapter attempts to accomplish these specific tlagsc

For this purpose, data have been collefcted largest three cities (Kozhikode,
Trivandrum and Eranakulam) in Kerala. In the préstmdy organized retailers are
chain stores that situated in each sample citresheé case of organized retailers,

researcher selected whole population as the sdoptleis study.

The chapter is divided into three seditor the proper arrangement. Section
A deals with profile of organized retailers, senti® cover profile of customer and

section C deals with promotional strategies.
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Section A
5.2 Profile of Organized Retailers

The sample size of this study is 127 oizzd retailers from largest three
cities in Kerala. This section deals with profilé organized retailers, which
comprises the types of format, year of establishmetal floor area, the types of
products and mode of purchase.

5.2.1 Retail Formats of Organized Retailers

A retail format is a store ‘package’ thia¢ retailer presents to the customers.
A format is defined as a type of retail mix, usgdalset of retailer (Levy and Weitz,
2011). Three types of retail formats are selectedsample. These are Discount

stores, Super market and Hyper market.

Table 5.1

Retail Format

Retail Format Number Percent
Hyper /Super Market 55 43.3
Discount stores 72 56.7
Total 127 100.0

Source: Survey Data

From the table 5.1, it is clear that ou127 sample organized retailers taken
for the study, 72 (56.7%) retailers are Discounted and 55(43.3%) retailers are
Hyper /Super market. They symbolize the organiet¢ailrsector in the study. Thus a
total of 127 respondents are selected for the study

5.2.2 The Year of Establishment

The table 5.2 shows the year of establisttroEorganized retailers. The study
provides number of year wise category of organre¢ailers.
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Table 5.2

The Year of Establishment

Year Number Percent
5-10 years 61 48.0
11-20 years 42 33.1
21-30 years 24 18.9

Total 127 100.0

Source: Survey Data

The table 5.2 shows the year of establistiraemajority of organized retailers
is since 5-10 years (48%) followed by 11-20 yed@88.1%) and 21-30 years

(18.9%).
5.2.3 Total Floor Area
The table 5.3 shows the total floor area of orgeahiretail stores.

Table 5.3

Total Floor Area

Floor Area (sq.ft) Number Percent
1001-2500 76 59.8
2501-5000 45 354

15001-30000 3 2.4
30001-60000 3 2.4
Total 127 100.0

Source: Survey Data

As per the table 5.3, the floor areahef tnajority of the organized retail stores
are 1000-2500 sq.ft (59.8%) followed by 2501-50Q0t(35.4%), 15001-30000
sq.ft (2.4%) and 30001-60000 sq.ft (2.4%) respebtiv

5.2.4 Type of Product

There are three types of products in gl retailer store that is branded,

unbranded and private labgloduct. The result shows that 100 percent of orgain

retailers sell all types of food and grocery prdduc
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5.2.5 Mode of Purchase

Retailers can adopt number of methaasptirchasing products like from
whole-sale dealer, local distributor, directly fro@ompany and centralized
purchasing. Centralized purchasing structures dnaracterized by all (or the
majority) purchases, being managed by a centrachasing group (Weele,
2000).The mode of purchase of 100 percent of organretailers are centralized

purchasing.
Section B
5.3 Profile of Customers

Profile of customers are playuiigl role in deciding their awareness level

and satisfaction level. The section B discussediatiganized customer’s profile.
5.3.1 Age Group of Customers

The table 5.4 shows the age grduqustomers of Hyper /Super market
and Discount stores.

Table 5.4

Age Group of Customers

Type of outlet
Age Group - Total
Hyper / Super market Discount stores
33 8 41
26-30 (60.0%) (11.1%) 32.3%)
22 57 79
31-45 (40.0%) (79.2%) (62.2%)
0 7 7
46-55 (0.0%) (9.7%) (5.5%)
Total 55 72 127
(100.0%) (100.0%) (100.0%)
Chi square value = 36.122, df =2, p value 900

Source: Survey Data
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The table 5.4 shows the age group dbooesrs of Hyper/Super market is 26-
30(60%) followed by 31-45 (40.0%). In the case a$dount stores age group of
majority of the customers are 31-45 (79.2%) folldwey 26-30 (11.1%) and 46-55
(9.7%) respectively. The Chi square value as 36wlif2the p value .000. Since the
p value is less than 0.01 the null hypothesis jected at the 1% level of
significance. Hence it is concluded that thereni@ssociation between age group of
the customers and organized retail formats. Thegagep of the majority customers
of Hyper/Super market is 26-30 but in the case ist@unt stores, age group is 31-
45.

5.3.2 Socio Economic Profile of Customers

The table 5.5 shows the socio econgmoile of customers of Hyper /Super

market and Discount stores.

Table 5.5

Socio Economic Profile of Customers

Type of outlet
Socio Economic Profile Total
Hyper /Super Discount store$
market
) 22 0 22
Upper middle class (40.0%) (0.0%) (17.3%)
. 23 61 84
Middle class (41.8%) (84.7%) (66.1%)
Lower middle class 10 11 21
(18.2%) (15.3%) (16.5%)
Total 55 72 127
(100.0%) (100.0%) (100.0%)
Chi square value = 37.637,df=2, p value =.000

Source: Survey Data

As per the table 5.5, the socioecorgmofile of customers of Hyper /Super
marketis middle level (41.8%) followed by upper middleas$ (40.0%) and lower
middle class (18.2%). In the case of Discount st@4.7 percent are middle class,

15.3 percent are lower middle class and none of ineupper middle class. The Chi
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square value as 37.63With the p value .000. Since the p value is less .01 the
null hypothesis is rejected at the 1% level of gigance. Hence it is concluded that
there is an association between socioeconomicl@roficustomerand organized
retail formats. The socioeconomic profile of mostle Hyper /Super market and
Discount stores customers are middle class andrupmidle class always prefer

Hyper /Super markdor their shopping.
5.3.3 Shopping Companion

The table 5.6 shows the companion ofilegcustomers of Hyper /Super

market and Discount stores.

Table 5.6

Shopping Companion

Type of outlet
Companion Hyper /Super Discount Total
market stores
Spouse 4 1 >
P (7.3%) (1.4%) (3.9%)
Eamil 51 70 121
y (92.7%) (97.2%) (95.3%)
Relatives 0 1 L
(0.0%) (1.4%) (0.8%)
Total 55 72 127
(100.0%) (100.0%) (100.0%)
Chi square value = 3.572df=2, p value =.000

Source: Survey Data

In the case of Hyper/Super market anscdunt stores, majority of the
frequenting customers are usually prefer to conth faimily. The Chi square value
as 3.572with the p value .000. Since the p value is leas .01 the null hypothesis
is rejected at the 1% level of significance. Hercis concluded that there is an

association between companion of regular custoar@srganized retail format.
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5.3.4 Number of Customers

The table 5.7 shows the average number of custopsgrday of Hyper

/Super market and Discount stores.

Number of Customers

Table 5.7

Type Store
Number of Customers Hyper /Super Discount Total
market stores
0 19 19
Below 75 (0.0%) (26.4%) (15.0%)
0 24 24
76-250 (0.0%) (33.3%) (18.9%)
20 28 48
251-500 (36.4%) (38.9%) (37.8%)
29 1 30
501-1500 (52.7%) (1.4%) (23.6%)
3 0 3
2001-5000 (5.5%) (0.0%) (2.4%)
3 0 3
5001-8000 (5.5%) (0.0%) (2.4%)
Total o> - o0
(100.0%) (100.0%) (100.0%)

Chi squire 75.545, df=5, p value=.000

Source: Survey Data

As per the table 5.7, the numbercao$tomers of majority (52.7%) of
Hyper/Super market stores is 501-1500 followed B%-200 (36.4%), 2001-5000
(5.5%) and 5001-8000 (5.5%) respectively. In thgecaf Discount stores average
number of customers are 251-500(38.9%) followed ®250(33.3%) and below 75
(26.4%). The Chi square result (p = .000) showas ttnere is significant difference
between average number of customers per day ajahiaed retail formats. The
average number of customers of majority of HypguE&sumarket stores is 501-1500
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and Discount store is 251-500. Average number sforners is high in Hyper/Super

market stores and it is low in Discount stores.

5.3.5 Customers per Day before Five Years

The table 5.8 shows the average numbeustomers per day (before five

years) of Hyper /Super market and Discount stores.

Table 5.8

Customers per Day before Five Years

Type of Store
Number of Customers - Total
Hyper /Super markelDiscount store
0 43 43
Below 75
(0.0%) (59.7%) (33.9%)
21 27 48
76-250
(38.2%) (37.5%) (37.8%)
28 1 29
251-500
(50.9%) (1.4%) (22.8%)
0 1 1
501-1500
(0.0%) (1.4%) (0.8%)
6 0 6
2001-5000
(10.9%) (0.0%) (4.7%)
55 72 72
Total
(100.0%) (100.0%) (100.0%)
Chi square value =74.955, df=4, p value =.000

Source: Survey Data

The table 5.8 shows that, for Hyper/Suparket the number of customers
before five years is 251-500 (50.9%) followed by-ZB® (38.2%) and 2001-5000
(10.9%) respectively. In the case of Discount stotke number of customers before
five years is below 75 (59.7%) followed by76-250.&6%0), 201-500 (1.4%) and 500-
1500 (1.4%) respectively. The Chi square value4a855 with the p value .000. Since
the p value is less than 0.01 the null hypothesigejected at the 1% level of
significance. From the analysis it is clear tharéhis significant association between

Hyper/Super market and Discount stores with regardhe number of customers.
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Inorder to find out the exact difference among g¢neups, the indipendant sample t
tests were done.

Table 5.9

Average Number of Customers per Day (Now)

Type of Outlets N Mean SD t-value
Hyper /Super market 55 1570.00 1746.33 6.208
Discount stores 72 282.67 203.16 | (0.000™)

Source: Survey Data

* *Significant at 1% level

The table 5.9 shows the average nurabeustomers per day. The average
number of customers per day of Hyper/Super maket570 with SD 1746.33 and
Discount store is 282.67 with SD 203.16. The p #atuless than .01, it is clear that
there is significant difference between Hyper/Suparket and Discount stores with
regard to the average number of customers. Hente dbncluded that the average

number of customers per day is high in Hyper/Suparket than Discount stores.

Table 5.10

Average Number of Customers per Day before Five Yea

Type of Outlets N Mean SD t-value
Hyper /Super market 55 826.91 1238.59
4.745
] (0.000**)
Discount stores 72 132.35 97.47

Source: Survey Data

**Significant at 1% level

The table 5.10 shows the average numbasstomers per day before five years.
For Hyper/Super market the average number of customas 826.91 with SD 238.59
and Discount stores 132.35 with SD 97.47. Fromattadysis it is clear that there was

significant difference between the Hyper/Super rabdnd Discount stores with regard
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to average number of customers before five yeamnRhe comparison of the average
number of customers of organized retailers befoik after five years, it is clear that
there is significant increase in the number of @o&rs for both Hyper/Super market
and Discount stores. The percentage of increasigeimumber of customers of Hyper

/Super market and Discount stores is presentdtkitable 5.11.

Table 5.11

Percentage of Increase in the Number of Customers

Type of Outlets N Mean (%) SD t-value
Hyper /Super market 55 136.72 92.11

Discount stores 72 118.75 69.84
Source: Survey Data

1.251( 0.213)

For Hyper /Super market, percentage of increaskemumber of customers
for the last five years is 136.72 with SD 92.11 &rdDiscount stores is 118.75 with
SD 69.84. As per the p value is greater than i0& clear that there is no significant
difference between the Hyper/ Super market and dDist stores with regard to

increase in the average number of customers.

The average number of customers per day of Hypaper market and

Discount stores is presented in Figure 5.1.
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Figure 5.1
Average Number of Customers per Day
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Section C
5.4 Promotional Strategies

Marketers are changing their philosophies, corscepid tools in order to
survive during this competitive era. Continuouslgsia of what is happening in the
stores helps a smart retailer to quickly and pabflity adapt to the changing
customer behaviour, buying pattern and monitoroteidynamic parameters that
determines the success or failure of any retaérpnise (Kotler, 2000). This section
discussed about facilities, services, method oftarinand promotional strategies

adopted by organized retailers.
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5.4.1 Facilities and Services

The table 5.12 shows the facilities and servicesvided by organized

retailers on the basis of type of organized rétaihats.

Table 5.12

Facilities and Services Provided to Customers

Hyper /Super : i
Facilities and Services ypmarketlp Discount stores | Chi P
square |- alue
Yes No Yes No | value
Facilities
43 12 20 52 -
ERP System (78.2%) | (21.8%)| (27.8%)| (72.2%) 31.689 | .000
55 45 27 -
CRM System (100%) - (62.5%) | (37.5%) 26.194 | .000
, 55 45 27 -
Bar coding & Scanner (100%) - (62.5%)| (37.5%) 26.194 | .000
55 72
SAP/Tally (100%) - (100%) - - -
Information/Automated 55 24 48 -
Security (100%) | | (33.3%)| (66.7%)| °8:94°| 000
Services
Free Home Delivery (183%) - - (155%) 127.000| .000**
55 72
Warranty (100%)| = | (100%)| - - )
Payment by Credit 55 i 48 24 -
Card (100%) (66.7%)| (33.3%)| 22605 000
Credit facilities i (138% | (155% | i
Repairs/Exchange 55 i 72 i i i
facilities (100%) (100%)

Source: Survey Data

**Significant at 1% level
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In the case of facilities, all Hyper/Supmarket stores use Customer
Relationship Management system, Bar Coding & Scart&P/Tally, Information/
Automated Security and 78.2 percent are using ergrise Resource Planning
system.The table shows that, 100 percent of Didcatiores using SAP/Tally
followed by CRM System (62.5%), Bar coding & Scann€62.5%),
Information/Automated Security (33.3%), ERP syst@é#.8).The p value of ERP
System, CRM, Bar Coding And Scanning and Infornrdfitomated Security is
less than .01. There is significant difference leetv Hyper/Super market and
Discount stores with regard to ERP System, CRM, &ating and Scanning and
Information/Automated Security. All Hyper/Super retr stores and Discount stores
provide SAP/Tally.

In the case of services, all Hyperi&Sumarket stores provide Free Home
Delivery, Warranty, Payment by Credit Card, Repgkixshange Facilities and none
of them provide Credit Facilities. For Discountrstm all of them provide Warranty
and Repairs/Exchange Facilities. 66.7 percent geoWayment by Credit Card and
none of them provide Free Home Delivery and CrEdittilities. The p value of Free
Home Delivery, Payment by Credit Card is less th@h. There is significant
difference between Hyper/Super market stores arsgdDint stores with regard to
Home Delivery and Payment by Credit Card. All typé®rganized retailers provide
Warranty, Repairs/Exchange Facilities and nonehefrt provide Credit Facilities.
Graphical representation of Facilities and servmesided by the organized retailers

is presented in Figure 5.2.
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Figure 5.2
Facilities and Services Provided by the Organized Retailers

Repairs/Exchange facilities
Payment by credit card
Warranty

Free home delivery
Information/Automated security
SAP/Tally

Bar coding & scanner

CRM system

ill

ERP system

o
N
o
D
o

60
percentage

(0]
o

1

o

0 120

M Discount Stores M Hyper /Super market

Figure 5.2 Facilities and services provided by therganized retailers.
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5.4.2 Methods to Contact and Follow up Customers

The tables show 5.13 and 5.14 shbwsriethods to contaand follow up
customers on regular bases developed by Hyper/Supgket stores and Discount

stores.

Table 5.13

The Number of Organized Retailers Who Developed Mébds to Contact and
Follow Up Customers

Have methods to contact Type Store Total
and follow up customers|Hyper /Super mark{ Discount stores
Yes 55 21 76
(100.0%) (29.2%) (59.8%)
NG 0 51 51
(0.0%) (70.8%) (40.2%)
Total 55 72 127
(100.0%) (100.0%) (100.0%)
Chi square value =65.101, df=1, p value=.000

Source: Survey Data

The table 5.13 shows that 100 percaintHyper/ Super market stores
developed methods to contact and follow up custeroarregular bases but only 29.2
percent Discount stores develop these methods.Chhesquare value as 65.101 with
the p value .000. Since the p value is less th@h the null hypothesis is rejected at the
1% level of significance. All Hyper/ Super marketres developed methods to contact
and follow up customers on regular bases but o8l Dercent of Discount stores

develop these methods.
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Table 5.14

Methods to Contact and Follow up Customers

Methods to contact Hyper /Super | piscount stores | Chi
and follow up market square | p value
Yes No Yes No | value
. . 55 ) ) 72 -
Print media (100%) (100%) 127.000/ .000
. . 55 ) 21 51 -
Electronic media (100%) (29.29%) | (70.8%) 65.101 .000
. 18 37 i 72 *k
Outdoor advertising (32.7%) | (67.3%) (100%) 27.455| .000
30 25 ) 72 -
Internet (54.5%)| (45.5%) (100%) 51.419 .000
Distribution of 18 37 i 72 -
pamphlets | (32.7%)| (67.3%) (100%) | 2749|000

Source: Survey Data

**Significant at 1% level

The table 5.14 shows that 100 percerttygfer/ Super market stores used
Print media, Electronic media, 54.5 percent userhdt, 32.7 percent use Outdoor
advertising and Distribution of pamphlets. Discbatores don’t use Print media,
Outdoor advertising, Internet, Distribution of pamgis but 29.2 percent use
Electronic media to contact and follow up custom@s per the Chi square result,
the p value of all variables of methods to contaud follow up customers is .000.
Since the p value is less than 0.01 the null hygmithis rejected at the 1% level of
significance. Hence it is concluded that there ignificant difference between
Hyper/Super market stores and Discount stores weigfard to methods to contact
and follow up customers on regular bases. The dimgratical representation of

methods to contact and follow up customers basedrganized retail format is

presented in Figure 5.3.
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Figure 5.3
Methods to Contact and Follow up Customers
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5.4.3 Communication with Customers

The tables 5.15 and 5.16 shows the mode of conuation developed to
communicate with customers of organized retailers.

Table 5.15

Communication with Customers

Communication with Type Store
customers Hyper 7 Super Discount stores Total
market
Yes 55 45 100
(100.0%) (62.5%) (78.7%)
No 0 27 27
0.0% 37.5% 21.3%
Total 55 72 127
100.0% 100.0% 100.0%
Chi square value = 26.194df=1, p value= .000

Source: Survey Data

250



It is very clear from the table 5.15attli00 percent of Hyper /Super market
stores and 62.5 percent of Discount stores are aonwate with their customers. As
per the Chi square result, the p value of commuaeicavith customers is.000. Since
the p value is less than 0.01 the null hypothesisejected at the 1% level of
significance. There is significant difference betweHyper/Super market stores and

Discount stores with regard to communication witstomers.

Table 5.16

Mode of Communication

Mode of Hyper {(Super Discount stores | Chi
communication market square | Pvalue
Yes No Yes No | Vvalue
55 _ 21 51 .
SMS (100%) (29.2%) | (70.8%)| ©>:101| 000
. 18 | 37 _ 72 -
E mail (32.7%) | (67.3%) (100%) 27.455 | .000
- 55 _ 24 48 .
Website (100%) (33.3%) | (66.7%) 58.945| .000

Source: Survey Data

**Significant at 1% level

In the case of Hyper/ Super marke@ pércent of stores use SMS, Website
and 32.7 percent use Email for communication. Blwetshows that 33.3 percent of
Discount stores use website followed by 29.2 pdrase SMS and none of them use
Email for communication. As per the Chi square Iteskie p values of all mode of
communications are .000. Since the p value istless 0.01 the null hypothesis is
rejected at the 1% level of significance. Henceisitconcluded that there is
significant difference between Hyper/ Super mastetes and Discount stores with
regard to mode of communication. Majority of thepdy Super markets developed
methods to communicate with customers but majaitthe Discount stores don't

develop methods to communication.

The Mode of Communication of Hyper/ Super market Riscount stores is

graphically represented in figure 5.4.
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5.4.4 Promotional Strategies

Promotional strategies means some metlmddsommunication including
advertising, digital marketing, sales promotions] aublic relations. The table 5.17
discussed about promotional schemes offered byntred retailers.

Table 5.17
Promotional Strategies
Promotional Hyper /SUper Discount stores Chi p
' market square
Strategies value
Yes No Yes No | value
. 55 ) 27 45 o
Coupons / Discounts (100%) (37.5%) | (62.5%) 53.239 | .000
. 55 72
Good Bargains - (100%) - (100%) - -
. " 18 37 24 48
. 0 . 0 . 0 . 0
Special Exhibits (32.7%) | (67.3%) | (33.3%) | (66.7%) .005 .548
55 ] 51 21 -
Pleasant Sales People (100%) (70.8%) | (29.2%) 19.220 | .000
Store Schedule 55 i 72 i i i
Information (100%) (100%)
Customer Service 55 45 27 -
Centre (100%) | | (62.5%)| (37.5%)| 26-194| 000
43 12 24 48 *k
Regular Event (78.2%) | (21.8%) | (33.3%) | (66.7%)| 2°>-103| 000
55 ] 24 48 -
Loyalty Schemes (100%) (33.3%) | (66.7%) 58.945| .000
Frequent Storeper Card o5 - - 2 127.000( .000**
9 P (100%) (100%) OO0
, 55 i 45 27 -
Credit Cards (100%) (62.5%) | (37.5%) 26.194 | .000
No Hassle Return 55 i 72 i i i
Policy (100%) (100%)

, 55 ) ) 72 -
Gift Vouchers (100%) (100%) 127.000| .000
Coupon Payment (133%) - - (155%) 127.000| .000**

: - 40 15 ] 72 .
Sim Application (72.7%) | (27.3%) (100%) 76.439 | .000

Source: Survey Data

**Significant at 1% level
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The table 5.17 depicted the promotiosiahtegies adopted by organized
retailers. All Hyper /Super market offers coupdrdiscounts, knowledgeable and
pleasant sales people, store schedule informagood customer service center,
loyalty schemes for return / repeat trip, frequardpper card, use his / her choice of
credit cards, no hassle return policy, gift voush@&oupon payment, 78.2 percent
provide regular event, 72.7 percent provide sinliegion and 32.7 percent provide

special exhibits.

In the case of Discount stores, 100 grdrceplied no hassle return policy and
provide store schedule information followed by.8P6 -knowledgeable and
pleasant sales people,62.5 %-able to use his ¢hmce of credit cards and good
customer service center, 37.5 %-offers couponss¢adints and 33.3% provide
loyalty schemes for return / repeat trip, reguhaerg, special exhibits and none of
them providébargains / deals, frequent shopper card, gift vetgslcoupon payment

and sim application.

It is clear from the table 5.17 that the p valuéscaupons / discounts,
knowledgeable and pleasant sales people, goodncesteervice center, regular
event, loyalty schemes for return / repeat tripgérent shopper card, able to use
credit cards, gift vouchers, coupon payment andagpplication are less than .01 and
the null hypothesis is rejected, so it is cleart ttreere is significant difference
between Hyper /Super market and Discount stords negard to these strategies. In
the case of special exhibits p value is greaten tB& and null hypothesis accepted.
There is no significant difference between Hypen& market and Discount stores
with regard to special exhibits. All of them areyde store schedule information

and good return policy and none of them offer barga

Graphical representation of the promotional stiase@dopted by organized

retailers is presented in Figure 5.5.
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Figure 5.5
Promotional Strategies Adopted by Organized Retailers
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Effectiveness of Promotional Strategies

The result shows that 100% of organized retadgpree with the statements
“Promotional strategies play a significant rolepurchase decision making”, “The
store personnel should be skill trained by an expertips on promotional strategies
and tools”, and “Discounts / Price cuts influetive footfalls in this shop”.Hence it
is concluded that promotional strategies adoptedrggnized retailers are effective.
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5.4.5 Selection of Employees

This section shows the methods ofcsiele of employees and whether the
organized retailers consider the experience ofttoadl retail employees or not at
the time of recruitment.

a) Methods of Selection of Employees

The table 5.18 shows the methods of selectiomfi@yees of Hyper/Super
market and Discount stores.

Table 5.18
Methods of Selection of Employees
Type Store
Methods Total
Hyper /Super Discount stores
market
Application o9 14 69
(100.0%) (19.45%) (54.3%)
0 58 58
PSC (0.0%) (80.55%) (45.7%)
Total 55 72 127
(100.0%) (100.0%) (100.0%)

Chi square value = 127.000, df=1, p value =.000
Source: Survey Data

**Significant at 1% level

It is very clear from the table 5.1&tt Hyper /Super market select their
employees through direct application and major&®.$5%) of the Discount stores
select through psc. The table shows the Chi squadoe as 127.000 with the p value
.000. Since the p value is less than 0.01 the mypbthesis is rejected at the 1%
level of significance. There is significant diféeice between Hyper /Super market
and Discount stores with regard to method of selg@mployees.

b) Experience of Employees

The table 5.19 shows, whether the organized eesailconsider the

experience of employees in traditional retail stavenot at the time of recruitment
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Table 5.19

Consideration of the Experience of Employees in Tiditional Retail Stores

Type of Store

Consider the Experience : Total
Hyper /Super marke] Discount stores

Yes 26 0 26
(47.3%) (0.0%) (20.5%)

No 29 72 101
(52.7%) (100.0%) (79.5%)

Total 55 72 127
(100.0%) (100.0%) (100.0%)

Chi square value= 42.798, df=1, P value= .000

Source: Survey Data

**Significant at 1% level

As per the table 5.19, 47.6 percenHgper /Super market stores consider

the experience in traditional stores at the timeecofuitment but Discount stores do

not consider. The table shows the Chi square \adué2.798vith the p value .000.

Since the p value is less than 0.01 the null hygmhis rejected at the 1% level of
significance. Hence it is concluded that theragaificant difference between Hyper

/Super market and Discount stores with regard tsickeration of the experience of

employees in traditional retail store at the tinheearuitment.

c) Number of Organized Retail Employees from Traditical Retail Store

The study found that 26(47.3%) of the organizethilers consider the

experience of traditional retail employees at timeetof recruitment. Table 5.20

shows the number of employees working in organstedes from traditional retail

stores.
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Table 5.20

Number of Organized Retail Employees from Traditioral Retail Store

Type of Store
Number of Employees Total
Hyper /Super Market

1-4 20 20
(76.9%) (76.9%)

6 6
5-10 (23.1%) (23.1%)

Total 26 26
(100.0%) (100.0%)

Source: Survey Data

The table 5.20 shows that 76.9 percénHyper /Super market retailers

appoint 1-4 employees from traditional retail sttmdowed by 23.1 percent appoint

5-10 employees.

5.5 Hypotheses Testing: Food and Grocery Organizegetailers

To conclude, the hypothesis formulated and testednnection with food

and grocery organized retailers are shown in teeige form in the following table:

Table 5.21

Result of Hypotheses Testing: Food and Grocery Orgazed Retailers

Sl
No. Hypotheses Result
1| A | There is no significant association between thegagep of Reject HO
customers of organized retailers and their foriyg t
B | There is no significant association between théosgconomic | Reject HO
profile of customers of organized retailers andrtfoemat type.
C | There is no significant association between thg@gimy Reject HO
companion of customers of organized retailers hpa format
type.
2 | A | There is no significant association between thawizpd Accept HO
retailers and their format type with regard to ¢hange in
average number of customers for the last five years
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Sl
No. Hypotheses Result
3| A | There is no significant association between thenoteonal Reject HO
strategies adopted by organized retailers and tvemat type.
B | There is no significant association between thectiffeness of | Accept HO
promotional strategies adopted by organized retadad their
format type.
C | There is no significant association between théities and Reject HO
services provided by organized retailers and tioemat type.
D | There is no significant association between thenou to Reject HO
contact and followup customers adopted by organietadlers
and their format type.
E | There is no significant association between compatiun with| Reject HO
customers by organized retailers and their foryae.t
F | There is no significant association between methodglection| Reject HO
of employees adopted by organized retailers andfibrenat
type.
This chapter covers the effectiveness of promotictrategies offered by
organized retailers.lt also provide the idea abaontact, follow up and

communication methods adopted by organized resaildre work will not be a full-

fledged one unless an attempt has been made toagwahe customer preference

towards organized and traditional retailers. Thas lheen attempted in the next

chapter.

259




Work Cited

K, G. A. (2005). Rural India creates more than psterty. A wealth of idea awaits.

Outlook Special Issue on Science and Technalogy

Kotler, P. (2000)Principle of MarketingNew Delhi 110001: Prentice Hall of India
Private Limited.

Levy Michael, Weitz Barton A. and Pandit Ajay. (401 Retailing Management.
Tata McGraw Hill Education Private Limitedd7-78.

Weele, V. (2000).Purchasing and Supply Managemeactiees in Corporate
Nigeria: An investigation into the Financial Seegcindustry. International
Journal of Business and Social Science , Vol.3 Nap484-295

260



Chapter 6

Customers of Organized and Traditional Retalil
Stores - A Comparative Study

Contents Page No.
6.1 Introduction 261
6.2 Profile of the Sample Respondents 262-270
6.2.1 Frequency Distribution of Customers 262
6.2.2 Distance between Residence of Customer
and Retail Store 263-264
6.2.3 Demographic Factors 264-270
6.3 Behavioral Factors 270-276
6.4  Product wise Preference of Customers 277-284
6.5 Purchase Behaviour of Customers 284-324
6.5.1  Attitude of Customers towards Organized
and Traditional Retailers 285-294
6.5.2 Perceived Behavioral Control 294-295
6.5.3  Subjective Norms 295-300
6.5.4  Customer Satisfaction 300-309
6.5.5 Purchase Behavior of Customers 309-310
6.5.6 Level of Purchase Behavior of Customers 31B-
6.5.7  Correlation between Customer Sattsin
and Attitude 314-318
6.5.8 Structural Equation Model (SEM) based on
Customer Attitude and Satisfaction 318-324

6.6 Hypotheses Testing: Comparison between Orgdrand
Traditional Retail Customers 324-326



6.1 Introduction

The Indian retail sector is going through a transftion and the emerging
market is witnessing a significant change in itswgh pattern. Both existing and
new players are experimenting with new retail fasnarhese emerging retalil
formats provide wide variety to customers and o#ferideal shopping experience
with an amalgamation of product, entertainment sediice, all under a single
roof. Changing tastes and preferences costomers are leading to radical
transformation in lifestyles and spending patteand this in turn is giving rise to
spurt in new business opportunities. Customer dyc&mn India is also changing
and the retailers need to understand the changygmgnoics and its impact on
shopping behaviour and formulate their strategiesomingly to deliver the

expected value to the customers (Deepika, 2012).

In the previous chapter, a detailed analysis @fawized retail customers
behavioural factors and effectiveness of promotietr@tegies has been discussed.
However the work will not be complete one withobe tanalysis of purchase
behaviour of customers towards organized and toadit retailers. It is also relevant

to examine the product wise Preference of custamers

For the purpose of discussion, the ara divided in to four sections.
Section A deals with the profile of the sample meggents, section B is concerned
with behavioral factors, section C discussed ahwoduct wise preference and
section D deals with the purchase behavior of enstse.The values in parentheses

indicate percentage.
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Section A
6.2 Profile of the Sample Respondents

The sample size of this study is 400poeslents, 200 customers from
organized retail sector and 200 customers fromtioaadl retail sector. The profile
of sample respondents is given below. This secirmiudes demographic and

behavioural factors of customers.

6.2.1 Frequency Distribution of Customers

The table 6.1 shows the number of sampled cus®fran different retail

format.

Table 6.1

Frequency Distribution of Customers

_ Sector Total
Type of Retail Organized | Traditional
124 0 124
Hyper Market (62.0) (0.0) (31.0)
50 0 50
Super Market (25.0) (0.0) (12.5)
' 26 0 26
Discount Stores (13.0) (0.0) (6.5)
- _ 0 200 200
Traditional Retail (0.0) (100.0) (50.0)
Total 200 oy 00,
(100.0) (100.0) (100.0)

Source: survey data

From the table 6.1, it is clear that o400 sample respondents taken for the
analysis, 124 (62%) respondents are from Hyper etaB0 (25%) respondents are
from Super market and 26 (13%) from Discount storBisey symbolize the
organized retail customers in the study. Simila@p0 (50%) respondents are

selected from traditional retail shop, which reprgs the traditional retail sector.
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6.2.2 Distance between Residence of Customers anet&l Store

The table 6.2 shows the distance between resideincustomers and

retail store.

Table 6.2

Distance between Residence of Customers and Ret&ibres

. . Sector
Distance in km : — Total
Organized Traditional
60 142 202
Uptol (30.0) (71.0) (50.5)
5.3 10 42 52
(5.0) (21.0) (13.0)
4.5 45 16 61
(22.5) (8.0) (15.3)
45 0 45
6-30 (22.5) (0.0) (11.3)
40 0 40
Above 30 (20.0) (0.0) (10.0)
Total 200 200 400
(100.0) (100.0) (100.0)

Chi square value=151.766, df=4, p value=.000

Source: Survey Data

As far as the distance is concerned, p@rgent are within one km, 15.3 per
cent are from 4-5 km, 13 percent are from 2-3 kin3 Jpercent are from 6-30 km
and 10 percent are from above 30 km. In organizstios, the distance between
respondents’ residents and retail shop is in tkeroof number of customers, up to
one km (30%) followed by 4-5 km and 6-30 km (22.58t)ove 30 km (20%) and 2-
3km (5%), in the case of traditional sector, m&jo(ir1%) of the respondents are
from within one km, 21 per cent are from 2-3 knpes cent are from 4-5 km. The
above table shows the chi square value 151.766thétlp value is less than .01, so
the null hypothesis is rejected at 1% level of Bigance. Hence it is concluded that
there is significance association between distdrara residence of customers and
the selection of retail store.
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The distance between residence of customers arndil retore is

diagrammatically presented in Figure 6.1.

Figure 6.1
Distance between Residence of Customers and Retail Stores
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6.2.3 Demographic Factors

Retailers are always looking for an edgenarketing products and services
to generate more revenue and profit margins. Deaptues factors are key factor in
getting that edge. The term demographics refeassgstematic analysis of people or
a group. This section deals with demographic oftarusrs which comprises the
gender, age, educational qualification, occupatimenthly income and marital

status.
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a) Gender of Customers

The table 6.3 presents the gender wise distributib customers selected

from organized and traditional retail stores.

Table 6.3

Gender of Customers

Sector
Gender - — Total
Organized Traditional
Male 107 128 235
(53.5) (64.0) (58.8)
Female 93 72 165
(46.5) (36.0) (41.2)
Total 200 200 400
(100.0) (100.0) (100.0)

Source: survey data

From the table 6.3, it is observed thatrimjority of the respondents (58.8%)
are males and 41.2 percent of the respondentemades. In the case of organized
sector, male and female respondents constitute p&:5cent and 46.5 per cent
respectively. Similarly, in case of the traditiosaktor, their combination was 64 per

cent and 36 per cent.
b) Age Group of Customer

Age group wise distribution of the organized arabitional customers is
presented in table 6.4.
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Table 6.4

Age Group of Customer

Age Sector Total
g Organized | Traditional
45 49 94
Up to 30 (22.5) (24.5) (23.5)
57 60 117
31-40 (28.5) (30.0) (29.3)
49 65 114
41-50 (24.5) (32.5) (28.5)
49 26 75
Above 50 (24.5) (13.0) (18.8)
ot 200 200 400
(100.0) (100.0) (100.0)

Source: Survey data

It is seen that, in the case of organiwdil customers, 28.5 per cent of the
respondents are in the age group of 31-40, 24 &epeare in the age group of 41-
50, 24.5 percent are in the age group of aboveé&sisyand 22.5 percent of the
respondents are in the age group of up to 30. dditional retail sector, the
distribution of customers based on age group inotider of 41-50 (32.5%), 31-40

(30%), Up to 30(24.5%) and above 50(13%) respegtive

c) Educational Qualification of Customers

The table 6.5 shows the educational qualificatibarganized and traditional

retail customers.
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Table 6.5

Educational Qualification of Customers

. L Sector Total
Educational Qualification - —
Organized Traditional
57 102 159
Up to SSLC (28.5) (51.0) (39.8)
61 43 104
HSc (30.5) (21.5) (26.0)
43 42 85
UG (21.5) (21.0) (21.3)
39 13 52
PG (19.5) (6.5) (13.0)
ot 200 200 400
(100.0) (100.0) (100.0)

Source: survey data

About 39.8 per cent of respondents studipdto SSLC followed by HSC
(26%) and UG (21.3%). Only 13 per cent of the reslemts have the PG. In
organized retail sector, 30.5 percent of resporsdam having the HSc qualification,
28.5 percent having up to SSLC, 21.5 percent haui@gand only 19.5 percent of
respondents have PG qualification. In traditionatait sector 51 percent of
respondents have up to SSLC and only 6.5 perceve &G The educational
gualification of organized retail customers arehh@pmpared to traditional retail

customers.

The demographic factors of customers are showimeirfrigure 6.2.
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Figure 6.2

Demographic Factors of Customers
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d) Occupation of Customers

The table 6.6 presents the occupation of custoseexted from organized

and traditional retail stores.

Table 6.6

Occupation of Customers

. Sector
Oceupation Organized | Traditional Total
13 21 34
Student (6.5) (10.5) (8.5)
House wife 20 59 79
(10.0) (29.5) (19.8)
Professional 66 30 96
(33.0) (15.0) (24.0)
72 56 128
Employed (36.0) (28.0) (32.0)
Entrepreneur 29 34 63
(14.5) (17.0) (15.8)
200 200 400
Total (100.0) (100.0) (100.0)

Source: survey data
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As far as the occupation is concerned, &2gnt are employees, 24 per cent
are professionals, 19.8 per cent are house wie8, der cent are entrepreneur and
8.5 per cent are students. In the organized retatior, the respondents’ occupations
are in the order of employed (36%), profession8B3%), entrepreneur (14.5%),
students (6.5%). In case of the traditional retmlctor 29.5 per cent of the
respondents are house wives, 28 per cent are eetldy per cent are entrepreneur
and 10.5 per cent are students. Professional®mpioyed prefer organized retalil
stores more than traditional retail stores but bauwses, entrepreneurs and students

prefer traditional retail stores more than orgashizetail store.
e) Family Monthly Income of Customers

The table 6.7 identifies the monthly income of amiged and traditional

retail customer.

Table 6.7

Family Monthly Income of customers

Sector
Monthly Income : — Total
Organized Traditional
6 28 34
less than 10000 (3.0) (14.0) (8.5)
93 95 188
10000-20000 (46.5) (47.5) (47.0)
65 45 110
20001-30000 (32.5) (22.5) (27.5)
36 32 68
30001-50000 (18.0) (16.0) (17.0)
Total 200 200 400
(100.0) (100.0) (100.0)

Source: survey data

From the table 6.7, out of 400 respondents, 47ep¢rof respondents are
under income group of 10000-20000 rupees/monthcaantygl 8.5% of respondents
comes under the income group less than 10000 rmpeeth. In the organized

sector, 46.5 percent of the respondents are hak@gicome scale between 10000
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and 20000 per month, followed by 20001 to 300005%3, 30001 to 50000 (18%)
and below 10000 (3%). Likewise, in the traditiosakttor, respondents range from
10000 to 20000 (47.5%) to below 10000 (14%). Heihds concluded that high

income groups prefer organized retail stores thadhittonal retail stores.
f) Marital Status of Customers

The table 6.8 shows the marital status of orgahiaed traditional retail

customers.
Table 6.8
Marital Status of customers
) Sector
Marital Status . — Total
Organized Traditional
Sinale 29 32 61
9 (14.5) (16.0) (15.3)
Married 171 168 339
(85.5) (84.0) (84.8)
Total 200 200 400
(100.0) (100.0) (100.0)

Source: Survey data

From the table 6.8, it is observed thatniagority of the respondents (84.8%)
are married and 15.3 percent respondents are singlee case of organized sector,
married and single respondents constitute 85.5epeBnd 14.5 percent respectively.
Similarly, in the case of the traditional sectteit combination is 84 percent and 16
percent. It is clear that majority of the organizedl traditional retail customers are

married.

Section B

6.3 Behavioral Factors

This section looked into factors which possiblyfluiance the buying
behaviour of customers. Behavioural factors incltidee to go shopping, mode of

transport, frequency of visit, shopping time andrsping habit.
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a) Motivation for Shopping

The table 6.9 shows the motive wise differencevbeh the customers

organized and traditional retailers

Table 6.9

Motivation for Shopping

of

. oo Sector Total
ime to go shoppin
g PPing Organized | Traditional
. 62 152 214
Need to buy something (31.0) (76.0) (53.5)
Have extra money 8 : >
4.0) (L.0) (25)
37 46 83
On the way (18.5) (23.0) (20.8)
_ 22 0 22
Accompany friends (11.0) (0.0) (5.5)
Free time 19 o9 "
(9.5) (0.0) (4.8)
Feel lonely 3 o9 y
(1.5) (0.0) (0.8)
49 0.0 49
All the above (24.5) (0.0) (12.3)
Total 200 o oo
(100.0) (100.0) (100.0)

Chi square value= 135.42, df=6,p value=.000

Source: Survey Data

From the table 6.9, for organized retaistomers, time to go shoppimyin

the order of the number of respondents are, Neddiyosomething (31%), All the
reason (24.5%), On the way (18.5%), Accompany @ise(11%), Free time (9.5%),
Have extra money (4%), Feel lonely (1.5%). In thease of traditional retail

customers, motivation for shopping are Need to $myething (76%), On the way

(23%) and Having extra money (1%). The above tahtens the Chi square value

135.42with the p value is less than.01, so the null higpsis is rejected at 1% level
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of significance. Hence it is concluded that thereniotive wise difference between
customers of organized and traditional retail conglis. Majority of the customers
visit traditional retail store for buying somethiagd in the case of organized retail
customers, they visit store for need to buy somgthall the reason, on the way,

accompany friends, free time, have extra moneyfegldonely respectively.

The motivations for shopping of customers are shimithe Figure 6.3.

Figure 6.3
Motivation for Shopping
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b) Mode of Visit to Store

The table 6.10 shows the mode of visit wise diffeie between the

customers of organized and traditional retailer
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Table 6.10

Mode of visit to store

- Sector
Mode of visit to store : — Total
Organized| Traditional
14 95 109
Walk (7.0) (47.5) (27.3)
Bicycle 18 25 43
y (9.0) (12.5) (10.8)
BuS 18 2 20
(9.0) (2.0) (5.0)
6 1 7
Auto
(©)) (0.5) (1.8)
Scooter 66 42 108
(33.0) (21.0) (27.0)
Four wheeler ’8 35 113
(39) (17.5) (28.3)
Total 200 200 400
(100.0) (100.0) (100.0)
Chi square value= 106.912, df=5, p value=.000

Source: Survey Data

From the table 6.10 shows that 28.3 pgroespondents using four wheeler
to visit retail shops, 27.3 percent walk, 27 petaesing scooter, 10.8 percent using
bicycle, 5 percent using bus and 1.8 percentenatlto. In case of organized retail
sector, 39 percent using four wheeler, 33 percergoooter, 9 percent on bicycle, 9
percent walk and only 3 percent using auto whigt\rganized retail shop. In the
case of traditional sector, 47.5 percent walk, 2icent scooter, 17.5 percent four
wheeler, 12.5 percent bicycle, one percent buscay .5 in auto. As per the Chi
square result p value is less than .01, so thehyplbthesis is rejected at 1%level of
significance. Hence it is concluded that there @denof transport wise difference
between customers of organized and traditionalleeta In the case of organized
retail customers, most of the customers use foureldn as mode of transport but

majority traditional retail customers are reachadant.
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c) Number of Times Visit

The table 6.11 analyzes the frequency of visithgycustomers of organized

and traditional retailers.

Table 6.11

Number of Times Visit

. - Sector
Number of times visit : — Total
Organized Traditional
Twice a week 37 19 56
(18.5) (9.5) (14.0)
. 50 90 140
3-4 times a week (25.0) (45.0) (35.0)
. 69 86 155
S-7times a week (34.5) (43.0) (38.8)
44 5 49
Monthly once (22.0) (2.5) (12.3)
Total 200 200 400
(100.0) (100.0) (100.0)
Chi square value= 50.120, df=3, p value=.000

Source: Survey Data

From the table 6.11, it is observed ttieg majority of the respondents
(38.8%) are visit retail shop 5-7 times a weekp8bcent are 3-4 times, 14 percent
are twice a week and 12.3 percent are monthly dncthe organized sector, 34.5
percent of the respondents are visiting 5-7 timegek followed by 25 percent are
3-4 times a week, 22 percent monthly once and p8rSent are twice a week.
Likewise in the traditional sector, 45 percentasiting shop 3-4 times a week and
only 2.5 percent are 5-7 times a week. As per thesGuare result p value is less
than .01, so the null hypothesis is rejected atei®dlof significance. Hence it is
concluded that there is significant difference kew the customers of different
retail formats and the number of times visit. Theqtiency of visit of traditional

retail customers is higher than organized retast@mers.
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d) Time Spent for Shopping

The table 6.12 shows the time spent per shoppinghé organized and

traditional retail customers.

Table 6.12

Time Spent for Shopping

. . Sector
Time (minutes) : — Total
Organized Traditional
11 177 188
Below 30 (5.5) (88.5) (47.0)
83 23 106
30-60 (41.5) (11.5) (26.5)
75 0 75
60-180 (37.5) (.0) (18.8)
31 0 31
Above 180 (15.5) (.0) (7.8)
Total 200 200 400
(100.0) (100.0) (100.0)
Chi square value= 286.537df=3, p value=.000

Source: Survey Data

From the table 6.12, it is observed tha majority of the respondents (47%)
are spending below 30 minutes for retail shoppirgy pisit, 26.5 percent
respondents are spending 30-60 minutes. 18.8 gesicerspending 60-180 minutes
and 7.8 percent are above 180 minutes. In casegainzed retail sector, 41.5
percent are spending 30-60 minutes, 37.5 percergmending 60-180 minutes, 15.5
percent spending above 180 minutes and only 5.&pespend below 30 minutes.
In the case of the traditional retail sector, 88drcent are spending below 30
minutes and 11.5 percent are spending 30-60 miniites above table shows the
Chi square value 286.53vith the p value is less than.01, so the null higpsis is
rejected at 1% level of significance. Hence it amaduded that there is shopping
time wise difference between customers of organamwetitraditional retailers. Most
of the organized retail customers spend 30-60 regwyder visit. The average

shopping time of traditional retail customers itole30 minutes.
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e) Amount Spent per Shopping

The table 6.13 analyzes the amount spent per shgpipy the

organized and traditional retailers.

Table 6.13

Amount Spent per Shopping

customers of

Sector Total
Amount , .
Organized Traditional
15 91 106
Up to 500 (7.5) (45.5) (26.5)
56 93 149
501-1000 (28.0) (46.5) (37.3)
55 16 71
1001-2000 (27.5) (8.0) (17.8)
48 0 48
2001-5000 (24.0) (.0) (12.0)
26 0 26
Above 5000 (13.0) (.0) (6.5)
Total 200 200 400
(100.0) (100.0) (100.0)
Chi square value= 159.101df=4, p value=.000

Source: Survey Data

From the table 6.13, 37.3 percent &pomdents are spending 501-1000

rupees per shopping, 26.5 percent are spending 0Q rupees, 17.8 percent are

spending 1001-2000 rupees, 12 percent are spe@Adiy5000 rupees and only 6.5

percent are spending above 5000. In the organigl sector, amount spent per

shoppingis in the order of number of customers are, 50101(&8%), 1001-2000
(27.5%), 2001-5000 (24%), above 5000 (13%) and g0 (7.5%) respectively. In
the traditional retail sector, 46.5 percent of mxfents are spending 501-1000

rupees, 45.5 percent of respondents are spenditg 2Q0 rupees and 8 percent are

spending 1001-2000 rupees. As per the Chi squatdt e value is less than .01, so

the null hypothesis is rejected at 1%level of digance. Hence it is concluded that

there is money spend wise difference between cuwsonof organized and

traditional retailers. Retail customers spend mioi@ganized retail store
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Section C
6.4 Product Wise Preference of Customers

The arrival of organized retail has enlhspending in general. The reasons
indicated for higher spending have been mainlyptilvehase of larger quantities due
to wider range of products, availability of attiget offers like discounts and
promotional schemes, and access to better quatigupts with higher prices
(ICRIER, 2008) This section deals with product wise preferencthefcustomers.

a) Product Wise Preference

The table 6.14 shows the product wise prefererich® organized and

traditional customers.

Table 6.14

Product Wise Preference

Product categories buy the present visit
Traditional Chi

ltems Organized sector sector square P
value

Yes No Yes | No | value
Staples 162 38 166 34 271 .603

(81.0) | (19.0) | (83.0) | (17.0)

. 161 39 150 50
Food Grains (80.5) | (19.5) | (75.0) | (25.0) 1.749 .186

. 180 20 179 21
Milk/ Bread/ Egg (90.0) | (10.0) | (89.5) | (10.5) .027 .869

194 6 125 75

97.0) | (3.0) | (62.5) | (37.5)| "3:703| .000™

Packaged Foods

135 65 133 67

(67.5) | (32.5) | (66.5) | (33.5)] 04 | 832

Toiletries/ Cosmetics

. 142 58 120 80 .
Cleaning Products (71.0) | (29.0) | (60.0) | (40.0) 5.355 | .021

. 181 19 187 13
Fruit & Vegetables (90.5) | (9.5) | (93.5) | (6.5) 1.223 .269

Source: Survey Data
**Significant at 1% level
*Significant at 5% level
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From the table 6.14, it is observed that, in thganized retail sector 97
percent of respondents are purchasing packagets,f@ percent are purchasing
milk/ bread/ egg, 81percent are purchasing stap@$ percent are purchasing food
grains/ flours cooking oil/ ghee/ vanaspati, 71patc are purchasing household
cleaning products and 67.5 percent are purchadimitetries/ cosmetics. In the
traditional retail sector, most of the respond€8&5 percent) are purchasing Fruit
& vegetables followed by 89.5 percent are puraiasiilk/ bread/ egg, 83 percent -
staples, 75 percent - other food grains/ flourskowy oil/ ghee/ vanaspati, 66.5
percent - toiletries/ cosmetics, 62.5 percent foffaekaged foods and 60 percent -
household cleaning products. The Chi square reshdivs that the p values of
staples (p=.603), other food grains (p=.186), milkéad/ egg (p=.869), toiletries/
cosmetics (p=.832) and fruit & vegetables (p=268) greater than .05,the null
hypothesis is accepted, so there is no signifidéference between organized and
traditional retail customers with regard to prefere of these products. But in the
case of packaged foods and household cleaning giydthe null hypothesis is
rejected at 1% and 5%level of significance respebti Hence it is concluded that
customers prefer particular retail store to purehdsese product. As per above
analysis, it is clear that customers prefer orgathiztail store than traditional retail

store for purchasing packaged foods and houseledaiiog products .

Theproduct wise preference is diagrammatically presgemt Figure 6.4.
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b) Shop WisePreference

The table 6.15 shows the shop wise peefar of the customers of organized
and traditional retailers. This section observes pheference of traditional retail
customers towards organized retail stores and nemde of the organized retall

customers towards traditional retail stores.

Table 6.15

Shop wise preference

Do you also buy this product category from modern
/small retailers?
Items Organized retalil Trzargltg(i)lnal Chi
customers customers | square
value
Yes No Yes No
139 61 101 99 -
Staples 695) | (305) | (50.5) | (49.5)| 1°-042| -000
. 116 84 97 103
Food Grains (58) (42) (48.5) | (51.5) 3.625 .057
. 174 26 86 114 -
Milk/ Bread/ Egg (87) (13) (43.0) | (57.0) 85.099| .000
103 97 122 78
Packaged Foods (51.5) (48.5) (61) (39) 3.667 .055
Toiletries/ 89 111 97 103
Cosmetics 445) | (555) | (@8.5) | (51.5)| °43 | 423
. 82 118 101 99
Cleaning Products (41) (59) (50.5) | (49.5) 3.636 .057
. 179 21 93 107 -
Fruit & Vegetables (89.5) (10.5) | (46.5) | (53.5) 84.972| .000

Source: Survey Data

**Significant at 1% level

As far as the buying behavior is conedinn the case of organized retall
customers 89.5 percent are also purchasing friviegetables from traditional retail
stores, 87 percent are purchasing milk/ bread/,e§9.5 per cent are purchasing
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staples, 58 per cent are purchasing other foochgfrdiours cooking oil/ ghee/
vanaspati, 51.5 percent are purchasing other gadkdoods, 44.5 percent are
purchasing toiletries/ cosmetics and 41 perceatparchasing household cleaning
products respectively. In the case of the tradatioetail customers, majority (61%)
of the respondents are also purchasing packaget$ fioom organized retail stores
followed by 50.5 per cent-household cleaning potsl@and staples, 48.5 percent-
food grains and toiletries, 46.5 percent- fruit aregjetables and 43 per cent-milk/
bread/ egg. In the case of staples, milk/ bregd/ and fruit & vegetables, the p
value is less than .01, so the null hypothesisjected. Hence it is conclude that the
majority of the retail customers purchase theseethitems from particular retail
format. In the case of food grains (p=.057), paekiafpods (p=.055), toiletries/
cosmetics (p=.423), and household cleaning prodpet957), the null hypothesis is
accepted. The majority of the retail customers Ipase these items from retail store

without considering format type.
c) Spending Pattern of Traditional Retail Customers

The table 6.16 shows the spending pattern ofttosdil retail customers who
also shop from organized retail stores. This sacpoovide clear picture about
spending pattern of traditional retail customersorganized and traditional retail

stores.
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Table 6.16

Spending Pattern of Traditional Retail Customers

How much do you spend at supermarket and small tailers in a week
ltems Traditional retail store Organized retail store
Chi
150- | 500- | 1001- 150- | 500- | 1001- p
NA 1 >150 1 55 | 1000 | 3000 | NA | >80 | 500 | 1000 3000 el value
23 47 76 50 4 61 50 80 9 0 .
Staples | 1151 235)] (38.0)| 25.0)| (@ | (305)| @25) | (40) | 45| (0.0) | 49-88 | -000
Food 20 44 74 59 3 84 38 56 22 0 6222 | 000
Grains (10) | (22) | (37) | (295)| 1.5 | (42) | (19) | (28) | (11) | (0.0 ’ )
Milk/Bread/ 0 175 25 0 0 26 127 45 2 0 41.34 000**
Egg (0.0) | (87.5)| (12.5)| (0.0) | (0.0) | (13) | (63.5)| (22.5)| (1.0) | (0.0) ’ )
Packaged | 17 80 99 0 4 94 48 56 2 0 70.34 | 000*
Foods (8.5) | (40.0)| (49.5)| (0.0) | (2.0) | (47.0)| (24) | (28) | (1.0) | (0.0) ’ )
Toiletries/ 10 121 64 5 0 109 37 51 3 0 128.99| 000*
Cosmetics | (5) | (60.5)| (32) | (2.5) | (0.0) | (54.5)| (18.5)| (25.5) | (1.5) | (0.0) : )
Cleaning 10 117 73 0 0 110 56 31 2 1 12480 000*
Products (5) | (68.5)| (36.5)| (0.0) | (0.0) | (55) | (28.0)| (15.5)| (1.0) | (.5) : )
Fruit & 0 33 137 26 4 20 6 90 16 68 12480 000*
Vegetables| (0.0) | (16.5)| (68.5) | (13.0)| (2) (20) 3) (45) (8) (34) : )

Survey data

**Significant at 1% level

From the table 6.16 shows the spendinjeqma of the traditional retalil
customers who also shop from organized retail stohe the case of staples,
traditional retail customers are spending 151-Bffres at organized (40%) and
traditional (38%) retail store and only 2 percarg spending between 1001-3000 at
traditional retail store and none of them spendartban 1000 at organized retail
store. Forfood grains 37 percent of the respondents are spending 151a500
traditional retail store. The table shows that 4&cpnt of traditional retail customers
don’t prefer organized retail store for food graiRer milk/bread/ egg, majority of
the customers spend less than 150 at organize8%$3and traditional (87.5%)
retail store and 49.5 percent spend between 151{6600packaged foods at
traditional retail store and 47 percent don’t prefigganized retail store for packaged
food. In the case of toiletries/ cosmetics, 60.5cgrt are spending less than 150
rupees in traditional retail store and 54.5 percérmustomers don't prefer organized

store for toiletries/ cosmetics. For household rmleg products, 58.5 percent
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spending less than 150 at traditional retail stord 55 percent of customers don’t
prefer organized store and 45% traditional retagtemers spend in between 151-
500 for vegetables and fruits at traditional anghoized (68.5%) retail store. As per
the Chi square result p value is less than .0thesoull hypothesis is rejected at 1%
level of significance. Hence it is concluded thaere is significant association
among the traditional retail customers with regamdthe spending pattern in
traditional and organized retail format. Traditibnetail customers spend more in
organized retail stores for food grains and frad aegetables.

d) Spending Pattern of Organizecd Retail Customers

Table 6.17 shows the spending pattern of the agdrretail customers who
also shops from traditional retail store. This &ectprovide clear picture about

spending pattern of the organized retail custonmemsganized and traditional retail

stores.
Table 6.17
Spending Pattern of Oragnized Retail Customers
How much do you spend at supermarket and smédile®es in a week
Items Organized sector Traditional sector Chi b
150- | 500- | 1001- 150- | 500- | 1001-| square| ., .
NA 1 >1501 560 | 1000 | 3000 | NA | 90| 500 | 1000 | 3000 | value
1 8 50 119 | 22 99 0 23 780 0

Staples | 5| (4.0) | (25.0)| (59.5)| (11) | (49.5)| (0.0) | (11.5)| (39.0)| (0.0) | 1#4-56| 000™

Food 6 13 32 123 | 26 99 4 31 66 0 | 13034 000+
Grains (3) | (6.5) | (16) | (61.5)| (13) | (49.5)| (2) | (15.5)| (33) | (0.0)
Milk/Bread/ | 11 | 128 | 57 4 0 118 | 66 16 0 0 | 13559| 000

Egg (5.5)| (64) | (28.5)| (20 | (0.0)| (59) | (33) | (8) | (0.0) | (0.0 ' '
Packaged | 6 21 69 101 3 73 25 66 36 0 0108 | 000

Foods (3) | (10.5)| (34.5)| (50.5)| (1.5) | (36.5)| (12.5)| (33) | (18) | (0.0) : :
T0|Ietr|e_s/ 4 16 116 64 0 102 4 86 8 0 14581| 000*
Cosmetics | (2) | (8) | (58) | (32) | (0.0) | (51) | (2 | (43) | (4) | (0.0

Cleaning | 13 14 43 114 | 16 99 18 79 4 0 | 19570 000
Products | (6.5)| (7) |(21.5)| (57) | (8) | (49.5)| (9) | (39,5)| (2) | (0.0) ' '
Fruit & 8 32 86 67 7 107 6 69 18 0 |414013
Vegetables| (4) | (16) | (43) | (33.5)| (3.5) | (53.5)| (3) | (34.5)| (9) | (0.0) | .000*

Survey data

**Significant at 1% level

The table 6.17 shows the spending paibérorganized retail customers, In
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the case of staples majority of the of respondép®s5%) are spending between
501-1000 rupees at organized retail store and 3&.&nt are spending 501-1000 in
traditional retail store.The table shows that 28 & the organized retail customers
are not prefer traditional retail store for staplEsr food grains majority of the
respondents (61.5%) are spending 501-1000 at aednetail store, 49.5 percent
are not prefer traditional retail store for foodigss . In the case of milk/bread/ egg,
majority of the customers (64%) spend less thanat&Sfiganized retail store and 59
percent of respondents are not prefer traditiogtalilrstore for these products and 33
percent spend less than 150 at traditional retiaiesor purchasing milk/bread/egg.
The table shows that 50.5 percent of customers dspmtween 501-1000 for
Packaged foods at organized retail store, 36.5epémon’t prefer organized store
for packaged food. In the case of toiletries/ castae58 percent are spending 150-
500 rupees in organized retail store and majoBt24) of customers don’t prefer
traditional store. For household cleaning productsjority (57%) of the customers
spending 501-1000 at organized retail store and ®5%ustomers don't prefer
traditional store and 43% of customers are speniatgyeen 151-500 for vegetables
and fruits at organized retail store and 36.5% dgméfer organized store for
Vegetables and fruits. As per the Chi square rgswélue is less than .01, so the
null hypothesis is rejected at 1%level of significa. Hence it is concluded that
there is significant difference among the organiestdil customers with regard to
the spending pattern in organized and traditiomdil stores. Organized retall

customers spend more in traditional retail storestaples and food grains.
Section D
6.5 Purchase Behaviour of Customers

Customer Buying Behaviour refers to thgibg behaviour of the ultimate
customer. Many factors, specificities and charasties influence the individual in
what he is and the customer in his decision malpngcess, shopping habits,
purchasing behaviour, the brands he buys or thaleet he goes. A purchase
decision is the result of each and every one adelfactors. An individual and a

customer is led by his culture, his subculture, $ugial class, his membership
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groups, his family, his personality, his psychotagdjifactors, etc. and is influenced
by cultural trends as well as his social and sat®tvironment. This section studied
about customers purchase behavior by using plabekdvior theory of Ajzen. The

Theory of Planned Behaviour (TPB) predicts thatnp&d behaviours are
determined by behavioural intentions which are dbrginfluenced by an

individual’'s attitude toward behaviour, the subjeetnorms encasing the execution
of the behaviour, and the individual’'s perceptidrih@ir control over the behaviour
(Ajzen, 1975). This section is used to capture ¢dhstomer’s attitude, perceived

behavioural control, subjective norms and custasaéisfaction.
6.5.1 Attitude of Customers towards Organized and faditional Retailers

Customers are individuals with likes and dislikégen the preponderance
of people in a particular group feel one way orthap about a product, service,
entity, person, place or thing, it is said to bgemeralized customer attitude that
could affect the marketing of that person, produrcentity in positive or negative
ways. Marketers strive to influence customer atgti and understanding the
prevailing attitude is the first step to changihig heeded (Marla Curri2017). This
section deals with attitude of organized and trawd#l retail customers towards

product, price, store, location and promotion.

Null Hypothesis: There is no significant differendeetween organized and
traditional retail customers with respect to fastof attitude.
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Tables 6.18

Attitude of Customers oRAroduct

Test value=3

Organized retail store Traditional retail store
Factors Mean SD | tvalue| p value | Mean SD | tvalue | pvalue
Preferred 3.830| .559| 20.99 | .000** | 2.80| 1.098| -2.58| .011*
pack sizes
Preferred | 4 o00| 000 - i 205| 1.135| -68| 494
variants
Product 4035| .393| 37.23| .000** | 4.03| .157| 92.61| .000**
quality
Fresh stock | 4.085| .280| 54.88| .000** | 4.17| .377| 43.94| .000**
Freedomto | 5404| 470| 27.06| .000% | 3.64| .822| 1093| .000*
choose
Eﬂgg loose | 5 565| 1.005| 3.73| .000~ | 352| .885| 8.23| .000%
Specific 3.250| 1.074| 3.29| 001* | 3.41| 941| 6.09| .000**
product

Survey data
**Significant at 1% level
*Significant at 5% level

The table 6.18 shows that, in the cds®ganized retail customer, the mean
score of Fresh stock (4.085), Product quality (8)0®referred variants (4.000),
Freedom to choose (3.900), Preferred pack siz838@R. Taking loose items (3.265)
and Specific product (3.250) are greater thanuakte (3) and p value is less than
.01, these are significant to organized retail @mgrs and most of the respondents
are agree with these factors. In the case oftioadil retail customers, the mean
score of Preferred variants (2.95), Preferreckpsizes (2.80) is less than test
value(3), this factors are less significant to itradal retail customer and most of the
respondents are disagree with these two factors. miban score of Fresh stock
(4.17), Product quality (4.03), Freedom to cho@64), Specific product (3.41) and
Taking loose items (3.12) are greater than testief8) and p value is less than
.01,these factors are significant to traditionghitecustomers. Hence it is concluded

that, organized retail customers give more impagato Preferred pack size,
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Preferred variants and Freedom to choose, thaititraal retail customers and in
the case of Fresh stocks and Taking loose iteraditibnal retail customers give
more importance than organized retail customerga@zed and traditional retail

customers give same preference to Product quality.

Tables 6.19

Attitude of Customers on Price

Test value=3
Organized retail store Traditional retail store

Factors

Mean SD |[tvalue| pvalue | Mean SD tvalue | p value
Bargainis | 5,54 | 992 | 2.256| .025* | 3.48 | 1.098 | 2576 | .011*
possible
Lesser price| 3.64 .909 9.882 | .000** 3.83 1.135 -.685 494
Credit 3.47 | 1.120 | 5.870| .000* | 3.25 | .157 | 92.614 | .000*
availability
Re‘;‘fi‘ggab'e 4.00 | .000 ; ; 415 | 377 | 43.939 | .000**

Survey data
**Significant at 1% level

*Significant at 5% level

The above table shows that, in the a#serganized retail customer, the
mean score of Reasonable price (4.000), Lessee [(8.64), Credit availability
(3.47), Bargain is possible (3.20) are greater tiesh value (3) and the p value is
less than.05, these are significant to organizéall reustomers and most of the
respondents are agree with these factors. In tbe chtraditional retail customers,
the mean scores of Bargain is possible (mean=s8at®, p value=011), Reasonable
price (mean score=4.15, p value=.000), Credit abdity (mean score=3.25, p
value=.000), are greater than 3 and the p valdess than.0l, these factors are
significant .In the case of Lesser price(mean stdf8, p value=.494), less
significant difference between attitude of tradiab retail customer. From the
analysis, it is clear that traditional retail cusrs are provide more importance to
bargain, lesser price and reasonable price thaanaed retail customers and it is
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surprise that organized retail customers give nimgortance to credit availability

than traditional retail customers.

Tables 6.20

Attitude of Customers on Store

Test value=3

Factors Organized retail store Traditional retail store

Mean | SD tvalue | pvalue| Mean| SD | tvalue | pvalue

Better servicg 3.95 1499 26.94 | .000** | 3.79 | .806 13.87 | 13.867

Convenient | ;g0 | 565 | 2064 | .000* | 4.00 | .00G° ; -
timing
Carparking | 59, | 495 | 26.205| .000* | 3.00| 1.315| .000 | .000%*
space

Cleanness 4.05 271 | 54,570 | .000** | 3.39 | .991 | 5495 | 5.495

Quality of
facility and 4.02 140 | 102.78 | .000** | 3.24 | 1.042| 3.190 3.190
equipment

Product

placement 3.77 .680 | 15.915| .000** | 2.94 | 1.087 | -.780 -.780

Toilet Servicel 3.95 | .313 | 42,919 | .000** | 2.38 | 1.309 | -6.697 | -6.697

Well trained

4.00 .000 - - 3.01| 1.002| .141 141
employees

Saves Time | 293 | 1.121 | -.947 345 | 412 | 586 | 26.90 | 26.905

Knows

3.96 .281 | 48.366 | .000** | 3.78 | .651 16.95 | 16.946
shopkeeper

Home

. 3.99 | .14 | 99.000 | .000** | 2.67 | 1.330| -3.508 | -3.508
Delivery

Sales service| 4.00 .000 - - 3.78| .627 | 1758 | 17.583

Complain ang
problem
solving
ability

3.96 | .330 | 41.132| .000** | 3.97 | .299 | 45.84 | 45.842

Survey data

**Significant at 1% level
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The table 6.20 shows that, For organizdil customers, the mean score of
Cleanness (4.05), Quality of facility and equipm@h02), Well trained employees
(4.00), Sales service (4.00), Home Delivery (3. €9mplain and problem solving
ability (3.96) Knows shopkeeper (3.96), Bettevaer (3.95), Toilet Service (3.95),
Car parking space (3.92) Convenient timing (3.85)duct placement (3.77) are
greater than test value (3), so the above fact@significant. The mean value of
Saves Time (2.93) is less than test value, so moissignificant and most of the
customers are disagree with this statement.

In the case of traditional retail custospeThe mean scores of Saves Time
(4.12), Convenient timing (4.00), Complain and peab solving ability (3.97),
Knows shopkeeper (3.78), Sales service (3.78),mMkess (3.39), Quality of facility
and equipment (3.24), Car parking space (3.00)| W&ghed employees (3.01) are
greater than test value, so the above all fact@rss@gnificant and majority of the
customers are agree with these factors. The tésé vd Product placement (2.94),
Home Delivery (2.67), Toilet Service (2.38) aresléisan test value, these factors are

not significant.

From the above analysis, it is clear,tbaganized retail customers give more
importance to better services, car parking spaeanoess, quality of facility and
equipment, product placement, toilet service, weHlined employees, knows
shopkeeper, home delivery, sales service thantitvadl retail customers.The
traditional retail customers give more importangeconvenient timing, saves time

and complain and problem solving ability than oiiged retail customers.
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Tables 6.21

Attitude of Customers on Location

Test value=3
Organized retail store Traditional retail store
Factors i i
Mean| SD p value| Mean| SD p value
value value
Closer to my 3.93 | 368 | 35.69| .000* | 4.06 | 54 | 27.46| .000*
house

Proximity to my

place at work 3.94 | .342 | 38.87 | .000** 3.96 .44 | 30.40 | .000**

Easy to access | 4.00 | .000 - .000** | 3.86 | .54 | 22.53| .000**

Survey data

**Significant at 1% level

In the case of location, Easy to accd€300Q) is the most preferred factor for
organized retail customers and Closer to my hod€#6Q) is the most significant
factor for traditional retail customers, but ittte least factor (3.93) for organized
retail customers. Easy to access (3.860) is that le@ferred factor for traditional
retail customers. Traditional retail customers gmere importance to location of
retail stores than organized retail customers. fite@an value of all factors are
greater than test value 3 with p value less thansoO there is significant difference
between the attitude of organized and traditioetdir customers towards location.
All factors are significant to organized and trauhal retail customers.
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Tables 6.22

Attitude of Customers on Promotion

Test value=3

Factors Organized retail store Traditional retail store

Mean| SD |tvalue| pvalue| Mean| SD | tvalue| P value
Offering 3.84 | 565 | 20.89 | .000** | 3.82 | .599 | 19.34 | .000**
discount
giftcas'o”a' 344 | 900 | 6.91 | .000* | 359 | .809 | 10.31 | .000*
Advertisement
and customer| 3.88 476 | 26.13 | .000** 3.40 919 6.16 .000**
awareness

Survey data

**Significant at 1% level

With the promotion is concerned, Advemigat and customer awareness

(3.88) is the most important factor for organizetilers and Occasional gift for

customer (3.44) is the least factor. Offering disgds the most important factor for

traditional retail customers (3.82) and advertiseimand customer awareness

(3.400) is the least preferred factor. The meanevafl all factors is greater than test

value 3 with p value is less than .01, so thersigsificant difference between the

attitude of organized and traditional customersatas promotion. All factors are

significant to organized and traditional retail trusers.
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Table 6.23

T Test for Significant Difference between Orgaraed and Traditional Retail
Customers with Respect to Factors of Attitude of Cstomer

Sector

t P

Factors of Attitude Organized Traditional
value | Value

Mean SD Mean SD
Attitude on Product | 26.39 1.67 24.28 3.02 | 8.637 | <0.001**
Attitude on Price 14.36 2.08 14.53 3.03 | 0.635| 0.526

Attitude on Store 50.34 1.99 43.43 7.41 | 12.734] <0.001**
Attitude on Location| 11.88 .65 10.98 2.40 | 5.144 | <0.001**

Attitude on 1116 | 1.39 | 1015 | 200 | °-873|<0.001*
promotion

*%
Ov_eraIICustomer 114.10 4.40 104.46 | 14.26 9.138 | <0.001
Attitude

Survey data
**Significant at 1% level

The table 6.23 shows the significant differencéwken organized and
traditional retail customers with respect to fastof attitude of customer. Since p
value is less than 0.01, null hypothesis is regeete 1% level of significant with
regard to factors of attitude on product, storegatmn, promotion and overall
customer attitude. Hence it is concluded that the@gnificant difference between
organized and traditional retail customers witharelgto the attitude on product,
store, location, promotion and overall customeitumte. There is no significance
difference between organized and traditional custsnwith regard to attitude on

price, since p value is greater than 0.05.

The attitude of organized and traditional retagtomers is diagrammatically
depicted in Figure 6.5.
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Table 6.24

Attitude of Customers

Attitude on

promotion

Attitude Test Organized retail store Traditional retail store

value | Mean| SD | tvalue | pvalue | Mean| SD tvalue | p value
Product | 21 | 26.39| 1.674 | 45.505 | .000** | 24.28 | 3.022 | 15.324 | .000**
Price 12 14.36 | 2.077 | 16.073 | .000** | 1453 | 3.032 | 11.776 | .000**
Store 39 | 50.34 | 1.988 | 80.630 | .000** | 43.43| 7.412 8.443 .000**
Location| 9 11.88 | .646 | 63.020 | .000** | 10.98 | 2.403 | 11.624 | .000**
iF; rr?m"t‘ 9 | 11.16| 1.389 | 21.934 | .000* | 10.15| 1.996 | 8.113 | .000**

Survey data

**Significant at 1% level

The table 6.24 shows the attitude of ogthand traditional retail customers

towards product, price, store, location and proorotin the case of organized and

traditional retail customers based on mean raniituaé on store is the most

important factor to organized (50.34) and tradiior{43.43) retail customers
followed by attitude on product (26.39) and (24,28}itude on price (14.36) and
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(14.53), attitude on location (11.88) and (10.9&)l attitude on promotion (11.16)
and (10.15). The table also found that organizetdilre&eustomers give more
importance to product, store, location and prommotithan traditional retail
customers. But in the case of price, traditionalaifecustomers give more
importance than organized retail customers. Thenmedues of all factors of
attitude are greater than test value, most of th&omers are agree with these

factors.
6.5.2 Perceived Behavioral Control

The importance of actual behavioral coin® self evident: The resources and
opportunities available to a person must to sontengxdictate the likelihood of
behavioral achievement of greater psychologicakrasgt than actual control,
however, is the perception of behavioral contrall & impact on intentions and
actions. Perceived behavioral control plays an mamb part in the theory of
planned behavior (Icek Ajzen, 1991). The table &R&ws the perceived behavioral
control of organized and traditional retail custosie

Null Hypothesis: There is significant associatiatvieen organized and traditional

retail customers with respect to perceived behasiatontrol.

Tables 6.25

Perceived Behavioral Control

Test value=3
Factores Organized retail store Traditional retail store

Mean | SD |tvalue| pvalue | Mean| SD tvalue | pvalue
Performance risf 3.91 | 416 | 30.96 | .000** | 3.99 | 325 | 42.93 | .000*
Financial risk 3.96 | .281 | 48.36| .000* | 3.98 | .361 | 38.40 | .000*
rFi’;li’Cho'og'ca' 3.87 | 494 | 24.80| .000~ | 3.98 | .140 | 98.75 | .000**
Physical risk 3.93 | 368 | 35.69 | .000** | 4.06 | .229 | 65.28 | .000*
experience
Timeand | /00 | gop [ - ] 388 | 507 | 2455 | .000*
convenience risk

Survey data

**Significant at 1% level
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Based on mean score, for organized retstomers, Time and convenience risk
(4.00) is the most important factor followed by &mcial risk (3.96), Physical risk
(3.93), Performance risk (3.91) and Psychologisd (3.87). In the case of traditional
retail customers, Physical risk (4.06) is the m@seferred factor followed by
Performance risk (3.99). Traditional retail custosngive same priority to Financial risk
and Psychological risk (3.980) and Time and Corereee risk (3.88) is the least factor.
The mean score of all factors are greater thanvedae (3), so all factors are significant
to organized and traditional retail customers.

Table 6.26

T Test for Significant Difference between Organizednd Traditional Retail
Customers with Respect to Perceived Behavioral Com

P
Retail Sector Mean SD t value
Value
Organized 19.97 1.04
- 4.016 <0.001**
Traditional 19.45 1.51

Survey data
**Significant at 1% level

The table 6.26 shows the significant ed#hce between organized and
traditional retail customers with respect to peredi behavioral control. Since p
value is less than 0.01, null hypothesis is repecie 1% level with regard to
Perceived behavioral control. Hence it is concludbdt there is significant
difference between organized and traditional retaistomers with respect to
Perceived behavioural control.

6.5.3 Subjective Norms

Subjective norm is usually defined, asirahividual's perception or "opinion
about what important others believe the individstabuld do” (Finlay, Trafimow, &
Moroi, 1999). The table 6.27 shows the subjectiwens of organized and traditional

retail customers.
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Null Hypothesis: There is no significant differenbbetween organized and traditional

retail customers with respect to subjective norms.

Table 6.27

Subjective Norms

Test value=3
Subjective Organized retail store Traditional retail store
Norms
Mean| SD tvalue | p value| Mean SD t value | p value
|donothavel 5,51 113 | 282 | .005* | 235 | .837 | -10.98 | .000%
certain plans
A Strong

. 256 | 1.16 -5.35 .000** 3.28 1.116 3.485 | .001**
Commitment

Negative 204 | 42 -32.66 | .000** | 2.23 .766 | -14.30 | .000**

Inefficient 294 | 1.04 -.81 418 2.81 1.119 | -2.46 .015*

Attractive 3.93| 41 32.29 | .000** | 3.28 | 1.125 3.46 | .001**

Well Suited | 4.00 | .25 57.59 | .000** | 3.64 .963 9.33 | .000**

Incorporate | 3.87 | .55 22.40 | .000** | 3.47 951 6.99 | .000**

m'r“ezse 3.98| 20 | 69.47 | .000* | 2.81 | 1.072 | -251 | .013*
E}i@:g’o?:t‘g 364| 85 | 1054 | .000* | 3.74 | 916 | 11.35 | .000**
Feel Positive| 2.87 | 1.10 | -1.73 | 085 | 341 | 1.003 | 571 | .000*
Difficult 240 1.092| -9.21 | .000* | 2.66 | .943 | -5.10 | .000**
zféﬁgteto 277| 1.09 | -2.98 | .003* | 228 | 696 | -14.63 | .000**
:;rf'ﬁ;;(:‘ie 281| 104 | -257 | 011* | 259 | 898 | -6.46 | .000**
,\N/lzt Good for| 5 45 | gog ] ] 2.46 | 1.097 | -7.02 | .000*

Survey data
**Significant at 1% level
*Significant at 5% level
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The table 6.27 shows the mean valueh®ffourteen factors of subjective
norms. In the case of organized retail custombesntean scores of the statements,
“Shops is well suited to the way me and my fami(#.000), “People whose
opinions my family value would increase if my fayilncorporated grocery
shopping from this type shops” (3.980), “Shoppingogries through this type shops
is attractive to me and my family's’ daily life 3.030), “Most people who are
important to me and my family think that we shoirdorporate grocery shopping
from this type shops”(3.865), “Most families that amportant to my family have
incorporated grocery shopping from this type &i($64) and “I do not have
certain plans to purchase my groceries” (3.23) gaeater than test value (3), so
these statements are significant. But the meanevafu “Incorporating grocery
shopping from this type shop in my family routweuld be inefficient’(2.94), “
Me and my family feel a strong commitment in inamgting grocery shopping
from this type of shop into our weekly routine” %8), “People that influence me
and my family would feel positive if we purchasecgries from this type shops”
(2.87), “Most of the friends who influence the beloar of me and my family at the
time of grocery shopping” (2.81), “Incorporatingogery shopping from this type of
shop within my family routine would be difficult tarrange” (2.77), “Incorporating
grocery shopping from this type shops within mmyilg routine would be difficult”
(2.40) and “My friends think this type shop is matod for me” (2.00) are less than
test value(3), so these statements are not signifiend most of the respondents are

disagree with these statements.

In the case of traditional retail cuseys) the mean scores of the following
statements, “most families that are important to fagnily have incorporated
grocery shopping from this type shops”(3.74), ‘thasing groceries from this type
shops is well suited to the way me and my familynmally tends to shop groceries
"(3.64), “Most people who are important to me thitilat we should incorporate
grocery shopping from this type shops “(3.47),dple that influence me and my
family would feel positive if we purchase groceriesm this type shops”(3.41),
“Me and my family feel a strong commitment in ingorating grocery shopping

from this type of shop into our weekly routine Z8) , “Shopping groceries through
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this type shops is attractive to me and my faniityésly life ” (3.28) are greater than
test value 3, so these statements are significehireost of the respondents are agree
with these statements. Likewise the mean scordbeoStatements, “Incorporating
grocery shopping from this type shop in my famibytine would be inefficient”
(2.81), “People whose opinions my family value wbuhcrease if my family
incorporated grocery shopping from this type shd@s81), “Most of the friends
who influence the behaviour of me and my familythes time of grocery shopping”
(2.59), “Incorporating grocery shopping from thyge shops within my family
routine would be difficult”(2.66), “My friends thiknthis type shop is not good for
me.”(2.46), “ | do not have certain plans to pusdamy groceries “(2.35),
“Incorporating grocery shopping from this type stfop within my family routine
would be difficult to arrange” (2.28), “Incorporayf grocery shopping from this
type of shop in my family routine would be negatiV@.23) are less than test value

3, so these statements are not significant.

Hence it is clear that, in the casergiaoized retail customers, “shops is well
suited to the way me and my family” is the most amant statement and “My
friends think this type shop is not good for me amglfamily for grocery shopping
“is the least statement. “Most families that arepamiant to my family have
incorporated grocery shopping from this type shapshe most preferred statement
in traditional sector and “incorporating groceryphing from this type of shop in
my family routine would be negative” is the leaasttor.
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Table 6.28

T Test for Significant Difference between Organizednd Traditional Retail
Customers with Respect to Subjective Norms

P

Retail Sector Mean SD t value
Value

Organized 44.06 4.20

Traditional 39.16 5.48
Survey data

10.039 | <0.001**

**Significant at 1% level

The table 6.28 showse significant difference between organized and
traditional retail customers with respect to sutiyecnorms. Since p value is less
than 0.01, null hypothesis is rejected at 1% levigh regard tosubjective norms.
Hence it is clear that there is significant diffeze between organized and traditional

retail customers with respect to subjective norms.

The perceived behavioural control and subjectisems of organized and

traditional retail customers are diagrammaticalgsented in the figure 6.6.
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Figure 6.6
Perceived Behavioural Control and Subjective Norms of
Organized and Traditional Retail Customers
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6.5.4 Customer Satisfaction

Customer satisfaction is a responseo(@mal or cognitive); the response
pertains to a particular focus (expectations, pcgdeconsumption experience, etc.);
and the response occurs at a particular timer(eflesumption, after choice, based
on accumulated experience, etc(Joan L. Joseph Ae, @000). The factores of
customer satisfaction are product, price, storeatlon and promotion. The
comparison of customer satisfaction of organizedl tamditional retail customers on
the basis of distance category is presented irtahles 6.29, 6.30, 6.31, 6.32 and
6.33.

Null Hypothesis: There is no significant differendeetween organized and
traditional retail sector with respect to custorsatisfaction.
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Table 6.29

Satisfaction on Product

Test value=3
Organized retail store Traditional retail store
Factores Mean| SD t p value| Mean| SD | tvalue | p value

value

Preferred pach 53 | 550 | 20.99 | 000~ | 247 | 850 | -8.817 | 000"

sizes
Preferred 3.901 | .477 | 26.86| .000+ | 2.41 | .809 | -10.308 | .000**
variants
Product 3.93 | 501 | 26.13| .000+ | 3.14 | 993 | 1.995 | .047*
quality
Fresh stock 3.99 | .141 | 99.00 | .000** 3.39 | 912 | 6.046 .000**
Freedomto | 5.0 | 975 | 5513 | .000% | 2.89 | .996 | -1.561 | .120
choose
Takingloose | 541 | 119 | opa | 049 | 400 | 00| . i
items
Specific 3.80 | .626 | 18.07 | .000+ | 3.00 | 1.00 | .000 | 1.000
product

Survey data

**Significant at 1% level

The table 6.29 made the comparison éetmthe organized and traditional
retail customers with regard to the satisfactioreleon retail store. The product is
concerned; Fresh/new stock (3.99) is the mostfatigactor for organized retalil
customers. Choice of taking loose items (4.000)hes most satisfied factor for
traditional retail customers but it is the leastisfeed factor (3.01) for organized
retail customers. Choice of preferred variantsi(Rigd the least factor for traditional
retail customers. In the case of organized rewilall factors are significant and
most of the customers are satisfied with all faxt@lated to customer satisfaction
.In the case traditional retail customers, the mealues of Taking loose items
(4.00), Fresh stock (3.39), Product quality (3.Bpecific product (3.00) are greater
than test value (3), so these factors are signifiead the mean values of Freedom

to choose (2.89), Preferred pack sizes (2.47)eRexd variants (2.41) are less than
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test value(3), so these factors are not signifieend most of the traditional retail

customers are not satisfied with these factors.

Table 6.30

Satisfaction on Price

Test value=3

Organized retail store Traditional retail store
Factores

Mean| SD t value | p value| Mean| SD |tvalue| p value

Bargain is possibl¢ 2.00 | .071 | -201.00 | .000** | 3.62 | .787 | 11.15| .000**

Lesser price 3.53| .913 8.13 | .000** | 2.00 | .00C"

Credit availability | 2.11 | 1.041 | -12.09 | .000** | 3.98 | .199 | 69.47 | .000**

Reasonable price| 3.80 | .602 18.81 | .000** | 3.40 | .919 | 6.16 | .000**

Survey data
**Significant at 1% level

The table 6.30 shows the satisfactewell of retail customers on price. In
the case of organized retail customers, the melareyaf Reasonable price (3.80)
and Lesser price (3.53) are greater than test (8)J&so these are significant and
most of the customers are satisfied with theseofactThe mean values of
Bargain (2.00) and Credit availability (2.11) aesd than test value (3), so these
two factors are not significant. In the case oflitianal retail customers, Credit
availability (3.980) is the most satisfied factalléwed by Bargain is possible
(3.62),Reasonable price (3.40) and the mean values oé ttaesors are greater
than test value (3), most of the customers arsfaatiwith these factors but the
mean value of Lesser price (2.000) is less thahvalue 3, this is the least factor
and majority of the traditional retail customers drssatisfied with this factors.

The price is concerned, for organized retail cnsis Reasonable price is
the most satisfied factor and Bargain is the |éastior and for traditional retail
customers, Credit availability is the most satsffactor and Lesser price is the

least satisfied factor.
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Table 6.31

Satisfaction on Store

Test value=3

Organized retail store

Traditional retail store

Factores p

Mean SD t value value Mean SD t value | Pvalue
Better service | 3.80 | .602 | 18.81 | .000* | 2.65 | .939 | -5.271 | .000*
t(i:r?ﬂnr:’ge”'em 359 | 810 | 10.21 |.000% | 348 | 879 | 7.719 | .000**
g:s;cpearkmg 378 | 627 | 1758 |.000% | 199 | 877 | -16.373| .000**
Cleanness 308 | .199 | 69.47 | .000* | 275 | 1.007| -3.579 | .000*
Quiality of
facility and 3092 | 393 | 33.11 |.000*| 248 | .896 | -8.283 | .000*
equipment
Product o .
Dlacement 394 | 342 | 38.87 |.000 270 | 983 | -4.387 | .000
Toilet Service | 358 | .817 | 10.04 |.000 | 1.76 | .428 | -40.958| .000**
\évrﬁglg;g‘zd 364 | 808 | 11.19 |.000% | 227 | 773 | -13.444| .000*
Saves Time 3.08 | 1.044 | 1.084 | .000* | 393 | .783 | 16.716 | .000*
SKQ(?F‘)"{(Z eper 242 | 921 | -8.908 | .000% | 417 | 372 | 44.276 | .000**
Home Delivery| 3.55 | .837 | 9.290 |.000* | 2.08 | .393 | -33.115| .000**
Sales service 3.73 722 14.19 | .000** 2.85 991 | -2.140 | .034*
Complain and
problem 365 | .776 | 11.76 | .000*| 295 | 986 | -717 | .474
solving ability

Survey data

**Significant at 1% level

*Significant at 5% level
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The table 6.31 shows the satisfaction level dditi@nal and organized retalil
customers on store. For organized retail customeesn values of Cleanness (3.98),
Product placement (3.94), Quality of facility angugoment (3.92), Better service
(3.80), Car parking space (3.78), Sales servicg]3Gomplain and problem solving
ability (3.65), Well trained employees (3.64), Cenient timing (3.59),Toilet
service (3.58), Home delivery (3.55) and Save®et{3.08) are greater than test
value (3) .Hence it is concluded that organizediretustomers are satisfied with
these factors. The mean value of Knows shopke@pé?)is less than test value (3),

So it is not significant.

In the case of traditional retail custrs, mean values of Knows shopkeeper
(4.17), Saves time (3.93) and Convenient timing&B.are greater than test value
(3), these factors are significant and most ofttaditional retailers are satisfied with
these factors. But the mean scores of Complainpaodlem solving ability (2.95),
Sales service (2.85), Cleanness (2.75), Produdeplant (2.70), Better service
(2.65), Quality of facility and equipment (2.48),eWtrained employees (2.27),
Home delivery (2.08), Car parking space (1.99) &odet service (1.76) are less
than test value (3), so it is clear that most @& traditional retail customers are

dissatisfied with these factors.

In the case of satisfaction on storea@hess of the store is the most satisfied
factor for organized retail customers, Knows sheplke is the least factor for
organized retail customers but it is the most Batisfactor for traditional retail

customers. In the case of traditional retail custanT oilet service is the least factor.
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Table 6.32

Satisfaction on Location

Test value=3
Organized retail store Traditional retail store
Mean SD t P Mean SD | tvalue P
Factors value | value value
Closertomy | 5965 | 1113| -572 | 568 | 4.04 | 196 | 74.87 | .000%
house

Proximity to my

3.31 968 | 4.457 | .000** 4.04 196 | 74.87 | .000**
place at work

Easyto access | 3.34 | .963 | 4.920 | .000** 4.00 .000 - -

Survey data

**Significant at 1% level

The table 6.32 gives an idea aboutsfsatiion level of organized and
traditional retail customers on location. With reydo location, Easy to access
(3.34) is the most satisfied factor for organizedait customers followed by
Proximity to my place (3.31) and the mean scorethe$e factors are greater than
test value (3) and these factors are significahie ean value of Closer to my
house (2.96) is less than test value and mosteotdilstomers are disagree with this
factor. Traditional customers have same satisfadguel on Proximity to my place
(4.04) and Closer to my house (4.40) followed bgyE® access (4.00) and most of
the customers are satisfied with these factors.cel@nis concluded that traditional
retail customers are more satisfied with the lacabf retail stores than organized

retail customers.
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Table 6.33

Satisfaction on Promotion

Test value=3

Factors Organized retail store Traditional retail store

Mean| SD | tvalue | P value | Mean| SD tvalue | p value

Discount 3.75 | .663 | 15996 | .000** | 1.90 | .459 | -33.862 | .000**

Occasional

Gift 3.27 | 965 | 3.956 | .000** | 1.88 | .408 | -38.825 | .000**

Advertisement
and Customer| 3.59 | .809 | 10.308 | .000** 1.86 | .348 | -46.347 | .000**
Awareness

Survey data

**Significant at 1% level

The table 6.33 shows the satisfactionogfanized and traditional retail
customers on promotional strategies adopted byleetaOffering discount is the
most satisfied factor for organized (Mean = 3.7%) &aditional retail (Mean =1.90)
customers. Occasional gift for customer (Mean =8B.B7 the least factor for
organized retailers and Advertisement and Custcamereness (Mean =1.860) is
the least factor for traditional retailers. Most thle customers are satisfied with
promotional strategies provided by organized retsjlbut in the case of traditional

retail sector, most of the customers are dissatisfiith promotional strategies.

Comparison between organized and traditional Iretetomers with respect
to the factors of satisfaction and overall satisfecwere done by using t test and it

is presented in table 6.34.
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Table 6.34

T Test for Significant Difference between Organied and Traditional Retail
Customers with Respect to Factors of Satisfaction

Sector
P

Factors of Satisfaction Organized | Traditional ¢

value | Value

Mean SD | Mean SD

Satisfaction on Product 26.19| 1.93| 20.49| 4.59| 16.184| <0.001**
Satisfaction on Price 12.07| 1.34 9.60| 3.57| 9.149| <0.001**
Satisfaction on Store 46.82| 3.41| 35.88) 7.22| 19.380| <0.001**
Satisfaction on Location 10.15| 2.30 7.98| 3.42| 7.445| <0.001**
Satisfaction on Promotion 9.73| 2.57 5.57| 2.56| 16.235| <0.001**
Overall Customer 104.95| 7.92| 79.51| 19.72| 16.929| <0.001**
Satisfaction

Survey data

**Significant at 1% level

The table 6.34 shows the significantfedénce between organized and

traditional retail customers with respect to fastof satisfaction.Since p value is less

than 0.01, null hypothesis is rejected at 1% lewdh regard to factors of

satisfaction on product, price, store, locationpnpotion and overall customer

satisfaction. Hence it is concluded that there igniScant difference between

organized and traditional retail customers witlpees to factors of satisfaction.

The satisfaction level of organized and traditlonetail customers are

diagrammatically presented in Figure 6.7.
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Figure 6.7
Comparison of Factors of Satisfaction between Organized and
Traditional Retail Customers
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Table 6.35
Satisfaction Level of Customers
Test Organized retail store Traditional retail store

Satisfaction | valu
e Mean | SD |tvalue| pvalue | Mean| SD | tvalue| p value

Product 21 | 26.19| 1.932 | 37.99 | .000** | 20.49 | 4591 | -1.57 | .000**

Price 12 | 12.07 | 1.343 | .74 462 9.60 | 3.574| -9.49 | .000**

Store 39 | 46.82 | 3.405| 32.48 | .000** | 35.88 | 7.221 | 35.88 | .000**

Location 9 10.15| 2.300 | 7.04 | .000** 7.98 | 3.421| -4.23 | .000**

Promotion | 9 9.73 | 2568 | 3.99 | .000** | 5.57 | 2.557 | -18.99 | .000**

Survey data

**Significant at 1% level

The table 6.35 shows the satisfactimell®ef organized and traditional retalil
customers on product, price, store, location amdnption. In the case of organized
retail customers, the mean values of product (36 f%ce (12.07), store (46.82),
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location (10.15) and promotion (9.73) are gredianttest value, so these factors are

significant and most of the customers are satisfighl these factors. But in the case

of traditional retail customers, the mean valueprotiuct (20.49), price (9.60), store

(35.88), location (7.98) and promotion (5.57) asslthan test value, so these factors

are not significant and most of the customers @a®atisfied with these factors.

6.5.5 Purchase Behavior of Customers

The table 6.36 shows the purchase behasfioorganized and traditional

retailers.

3.Subjective Norms and 4. Satisfaction.

Table 6

.36

It includes four factors 1.Attitude 2r€@ved Behavioural Control

Purchase Behavior of Customers

Organized retail store

Traditional retail store

Test
Factors

value | Mean | gp | tvalue | pvalue| Mean| gp | tvalue | Pvalue
Overall Loaa
Customer | 90 | 114.10 | 4.39 | 77.519 | .000* " | 14.25| 14.339 | .000**
Attitude 6
Perceived
Behavioural| 15 | 1997 | 1.04 | 67.492 | .000* | 19.45| 1.51 | 41.780 | .000**
Control
Subjective
norms 42 44.06 | 4.19 | 6.943 | .000* | 39.16 | 5.48 | -7.327 | .000**
Overall 90
Customer 104.95 | 7.92 | 26.692 | .000** | 79.51| 19.72 | -7.522 | .000**

satisfaction

Survey data

**Significant at 1% level

According to the table 6.36, the meeaors of overall customer attitude is
high for both organized (Mean =114.10) and tradaio(Mean =104.46) retail

customers, followed by customer satisfaction, omgh (Mean =104.06) and

traditional (Mean =79.51), subjective norms, orgadi (Mean =44.06) and

traditional (Mean =39.16) and Perceived behaviowahtrol, organized (Mean

309




=19.97) and traditional (Mean =19.45) retail custosnrespectively. For organized
retail customers the mean values of all factorsusitomer purchase behaviour are
greater than test values and these factors argisagn. But in the case of traditional
retail customers, overall customer attitude andcgieed behavioural control is
significant and subjective norms and overall custonsatisfactions are not

significant

The graphical presentation of purchase behaviatustomers is shown in

Figure 6.8

Figure 6.8
Purchase Behavior of Customers
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6.5.6 Level of Purchase Behavior of Customer

The table 6.37 shows the factors ofcpase behavior that is customer
attitude, perceived behavioral control, subjectiems and customer satisfaction

are grouped in to different levels.
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Table 6.37

Level of Purchase Behavior of Customer

Factors Percentile 25 Median Percentile 75
(Q1) (Q2) (Q3)
Overall Customer Attitude 107 114 117
Perceived Behavioral Control 19 20 21
Subjective Norms 36 42 46
Overall Customer Satisfaction 75 97 109

Survey data

If the score is below First Quartile (Q4.)alled Low level. If the score is lies
between First Quartile (Q1) and third Quartile (@3¢alled Moderate. If the score
is above Third Quartile (Q3) is called High levBased on this score, the above

factors are converted into Low, Moderate and Higyel and are presented in the

following tables.

Table 6.38

Level of Attitude of Organized and Traditional Retal Customers

. Sector
Level of Customer Attitude : — Total
Organized Traditional

Low 6 85 91
(3.0) (42.5) (22.8)

125 79 204

Moderate (62.5) (39.5) (51.0)

Hiah 69 36 105

9 (34.5) (18.0) (26.3)

Total 200 200 400
(100.0) (100.0) (100.0)

Survey data

The Level of Customer Attitude is cemed, In the organized sector,
majority (62.1%) of the customers are in moderateel followed by high level
(34.5%) and low level(3.0%) but 42.5 percent oflitianal retail customer in low
level followed by moderate level (39.5%) and highdl (18.0%).
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Table 6.39

Level of Perceived Behavioral Control of Organizedind Traditional Retalil

Customers
. . Sector
Level of Perceived Behavioral Control : — Total
Organized | Traditional
Low 29 72 101
(14.5) (36.0) (25.3)
98 88 186
Moderate (49.0) (44.0) | (46.5)
Hiah 73 40 113
9 (36.5) (20.0) (28.3)
Total 200 200 400
(100.0) (100.0) (100.0)

Survey data

As per the above table, In the casergénized retail customer, the Level of

perceived behavioral control is moderate level rfajority (49.0%) of customers

followed by High (36.5) and Low (14.5). In the caderaditional retail customers,
moderate level (44.0%), low level (36%) and higrelg20%) respectively.

Table 6.40

Level of Subjective Norms of Organized and Traditimal Retail Customers

o Sector Total
Level of Subjective Norms - —
Organized Traditional
Low 10 87 97
(5.0) (43.5) (24.3)
113 81 194
Moderate (56.5) (40.5) (48.5)
High 77 32 109
9 (38.5) (16.0) (27.3)
Total 200 200 400
(100.0) (100.0) (100.0)

Survey data

The Level of Subjective Norms is cameel, In the organized retail sector

,majority (56.5%) of the customers are in modetatel followed by high level
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(38.5%) and low level (5%) but 43.5 percent of itiadal retail customer in low
level ,40.5 percent are moderate level and &flpercent of customers are under

high level.

Table 6.41

Level of Customer Satisfaction of Organized and Trditional Retail Customers

) . Sector
Level of Customer Satisfaction : - Total
Organized Unorganized
Low 5 90 95

(2.5) (45.0) (23.8)

134 71 205
Moderate (67.0) (35.5) (51.3)

High 61 39 100
9 (30.5) (19.5) (25.0)

Total 200 200 400

(100.0) (100.0) (100.0)

Survey data

The Level of Customer Satisfaction anaerned, In the organized retalil
sector majority (67%) of the customers are in matdeldevel followed by high
(30.5%) and low level (2.5%). In traditional retaéctor low (45%), moderate
(35.5%) and high level (19.5%) respectively.
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6.5.7 Correlation between Customer Satisfaction andttitude

The table 6.42 shows the correlation between oumtosatisfaction and

customer attitude of organized and traditionalilets

Table 6.42

Correlation between Customer Satisfaction and Attibde

Factors of Satisfaction

Custo | Factors of

tud Overall

mer | Attitude | proquct|  Price Store | Location | Promotion| Satisfacti
on
g Product | 0.474** 0.514** 0.470** 0.500* 0.523** 0.530*
o
§ Price 0.638** 0.708** 0.600** 0.656** 0.574** 0.685**
%—; Store 245** 0.295** 0.263** 0.244** 0.387** 0.299**
g Location | 0.566** 0.649** 0.475** 0.627** 0.538** 0.602**
.% Promotion| 0.529** 0.686** 0.424** 0.660** 0.473** 0.578**
(@)]
S | overall | g oqu | 0526 | 0.418* | 0.481% | 0513 | 0.505+
Attitude

Product 0.119 0.138 0.053 0.001 0.114 0.112
Price 0.146* 0.049 0.242** 0.099 0.104 0.153~
Store 0.202** .149* 0.122 0.040 0.070 0.033

Location | 0.091 0.044 0.056 0.039 0.053 0.034

Promotion| 0.131 0.043 0.084 0.141* 0.040 0.051

Overall
Attitude

Traditional retail customers

0.256** 0.156* 0.037 0.107 0.115 0.111

Survey data
** Correlation is significant at the 0.01 levekH@iled).
* Correlation is significant at the 0.05 leveltélled).

In the case of organized retail customers, custaagsfaction on product
(0.474), price (0.514), store (0.470), locatiorbQ), promotion (0.523) and overall
customer Satisfaction (0.530) are significant retatbetween attitude on product.
Similarly customer satisfaction on product (0.63B)ice (0.708), store (0.600),
location (0.656), promotion (0.574) and overall tounser Satisfaction (0.685) are
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significant relation between attitude on price. ©Boser satisfaction on product
(0.245), price (0.295), store (0.263), locatior2gal) promotion (.387) and overall
customer satisfaction (0.299) are significant retatbetween attitude on store.
Customer satisfaction on product (0.529), price6g86), store (0.424), location
(0.660), promotion (0.473) and overall CustomeisEattion (0.578) are significant
relation between attitude on location. Customesfation on product (0.529), price
(0.686), store (0.424), location (0.660), promoti@473) and overall customer
Satisfaction (0.578) are significant relation betweattitude on promotion. The
correlation analysis proves that customer satigfacon product (0.457), price
(0.526), store (0.418), location (0.481), promoti@513) and overall customer
Satisfaction (0.505) are significant relation widttitude on overall customer
attitude.

In the case of traditional retailers, factors aktomer satisfaction are not
significant relation between attitude on productistomer satisfaction on product
(0.146), store (0.242) and overall customer satigfa (0.153) are significant
relation between attitude on price. Customer sattgfn on product (0.202) and
price (0.149) are significant relation betweentadi® on store. While, there is no
relationship between factors of customer satisgfactand attitude on location.
Customer satisfaction on location (0.141) is sigaiit relation between attitude on
promotion.The results of the analysis shows that,drganized retail customer’s
attitude components have significant relationshipth wdifferent facets of

satisfaction. But for traditional retail customergce is the only significant factor.
Dependent variable: Customer satisfaction(Y)

Independent variable: Product (X1), Price (X2), r&tqX3), Location (X3),
Promotion (X4) and summary of the correlation coedhts are presented in table
6.43.
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Table 6.43

Model Fix Summary

Measure Organized Traditional
Multiple R value 0.716 0.233
R Square value 0.512 0.054
F value 40.778 2.229
p value <0.001** 0.053

The table 6.43 shows the model fix summary. Thetiplal correlation
coefficient is 0.716 for organized retailers 0.488B traditional retailers, measures
the degree of relationship between the actual gahrel the predicted values of
attitude of customers. Because, in the case ofnargd retailers, the predicted
values are obtained as a linear combination ofofacof attitude, the coefficient
value of 0.716 indicates that the relationship leetwvcustomer satisfaction and the
five independent factors is quite strong and pesitin the case of traditional
retailers, the coefficient value of 0.233 indicatist the relationship between
customer satisfaction and the five independenbfads not that much strong than

organized retailers.

The Coefficient of DeterminatioR-squaremeasures the goodness-of-fit of
the estimated Sample Regression Plane (SRP) irstefnthe proportion of the
variation in the dependent factors explained byfithed sample regression equation.
Thus, the value of R square @512 for organized retailers,.054 for traditional
retailers simply means that about 5.12% (organreggilers)and 0.54% (traditional
retailers) of the variation in customer satisfatti® explained by the estimated SRP
that uses Product, Price, Outlet, Location andr®tmn as the independent factors

and R square value is significant at 1 % level.
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Table 6.44

Factors of Multiple Regression Analysis

Unstandardized Standardized
Coefficients Coefficients T Sig.
Sector (Constant) B Std. Error Beta
1.740 8.138 0.214 0.831
Product 0.304 0.671 0.047 0.453 0.651
2 Price 2.896 0.561 0.445 5.164 <0.001**
% Store 0.043 0.223 0.016 0.193 0.847
G Location 1.336 0.671 0.163 1.990 0.048*
Promotion 1.532 0.757 0.155 2.024 0.044*
(Constant) | 81.459 17.862 4.560 <0.001**
= Product 0.630 0.350 0.133 1.800 0.073
_§ Price 0.759 0.286 0.199 2.654 .009**
Lc'E Store 0.092 0.288 0.023 0.319 0.750
- Location 0.103 0.862 0.008 0.119 0.905
Promotion 0.886 0.439 0.155 2.019 0.045

** Correlation is significant at the 0.01 level

* Correlation is significant at the 0.05 level

Table 6.44 gives the predictor factiarshe regression equation. In the case
of organized retail customers, the beta values @na@lues corresponding to the
factors for product, price, store, location, andrpotion are 0.304, 2.896, 0.043,
1.336, 1.532 and the p values are 0.651, .001,7084€48 and 0.044. Which are
indicates that price is significant at 1% level alodation and promotion are
significant at 5% level. Product and store are sighificant. Among the factors,

beta values of all factors show that they are thatiwe predictors of performance.

In the case of traditional retail @mers, The beta values and p values
corresponding to the factors for product, pricerestlocation, promotion are 0.630,
0.759, 0.092, 0.103, 0.886 and the p values arE30.009, 0.750, 0.045 which are

indicates that price is significant at 1% level amaduct ,location, store and
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promotion are not significant. Among the factdrsta values of all factors show

that they are the positive predictors of perforneanc

To develop a multiple regression equmatfor predicting the dependent
variable performance (Y) from the predictor facteirz, product, price, location,
store and promotion the following procedure havenbesed. The general regression
equation of the criterion factors Y, in terms oé tbredictor factors X1, X2, X3 and

X4 is given by the multiple regression equation.

1. For organized retail customers is
Y = 1.740+0.304X1+2.896X2+0.043X3336X4+0.886X5
Il. For traditional retail customers

Y=81.459+0.630X1+0.759X2+0.092X3HIBX4+0.886X5

6.5.8 Structural Equation Model (SEM) based on Cstomer Attitude and
Satisfaction

The section 6.5.8 provides Structural Equation 8aaf customer attitude
and customer satisfaction. Separate Structural tifquaModels presented for

organized and traditional retailers.

Basic Introduction on SEM
The factors used in the structural equation madel

Observed, endogenous factors

* Customer attitude On Product

» Customer attitude On Price

* Customer attitude On Out let

» Customer attitude On Location

* Customer attitude on Promotion

» Customer satisfaction On Product

e Customer satisfaction On Price
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e Customer satisfaction On Out let
e Customer satisfaction On Location Related

* Customer satisfaction on Promotion

Il Observed, exogenous factors
» Satisfaction
1] Unobserved, exogenous factors

* Attitude

1. Structural Equation Model (SEM) based on Customer Atitude and

Satisfaction in Organized Retail Sector
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Figure 6.8 Structural Equation Model (SEM) Based oncustomer attitude and

satisfaction in organized retail sector
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Table 6.45

Factors in the Structural Equation Model Analysisin
Organized retail sector

Unstandardised SE Standardised
Factors co-efficient of.B co-efficent P
(B) (Beta).
Purchase | _ | Atitude 441 .099 425 *0.001]
behaviour
Satisfaction <--- Ee“r:gcif‘)i? 1.064 372 713 004
Satisfaction
on <--- Attitude .719 137 519 **0.001
Promotion
Satisfaction .
on location <--- Attitude 113 .057 .184 .049
Satisfaction ___ | auitide 721 224 365 001
on store
Satisfaction ___ | auitide 948 211 458 *0.001
on Price
Safisfaction ___ | auiide 673 167 403 *+0.001]
on product
Attitude . )
product <--- Satisfaction 1.000 - .804 -
Attitude | | satisfaction 603 079 698 *0.001
price
Attitude | | satisfaction 1.185 199 541 *+0.00
store
Attitude | | g tistaction 749 128 491 *+0.00)
location
Attitude . . o
promotion <--- Satisfaction .954 .139 572 0.00
Source: survey data
**Significant at 1% level
For the purpose of testing the model fit, null byyyesis and alternative

hypothesis are framed.

HYPOTHESIS X

Null hypothesis

. The hypothesized model hasaldit.

Alternate hypothesis : The hypothesized model do¢fave a good fit.
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Table 6.46

Model Fix

Indices Value Suggested Value
Chi-square value 94.057 -
DF 36 -
Chi-square value/DF 2.613 < 5.00 ( Hair et al.,8)99
GFI 0.928 > 0.90 (Hu and Bentler, 1999)
AGFI 0.917 > 0.90 ( Hair et al. 2006)
NFI 0.920 > 0.90 (Hu and Bentler, 1999)
CFl 0.946 > 0.90 (Daire et al., 2008)
RMR 0.043 < 0.08 (Hair et al. 2006)
RMSEA 0.070 < 0.08 ( Hair et al. 2006)

Source:Survey data

From the table 6.46, it is found that the Goodradskit Index (GFI) value

(0.928) and Adjusted Goodness of Fit Index (AGR)ue (0.917) is greater than

0.9 which represent it is a good fit. The calcudaMormal Fit Index (NFI) value

(0.920) and Comparative Fit Index (CFI) value (®)p¢hdicates that it is a perfectly

fit and also it is found that Root Mean squareiReds (RMR) value (.043) and

Root Mean Square Error of Approximation (RMSEA)uals 0.070 which is less

than 0.08 which indicated it is perfectly fit.
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2. Structural Equation Model (SEM) Based on Customer Atitude and

Satisfaction in Traditional Retail Sector
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Atitude w Iherce[ve 192 Safisfaction @ 1
Behaviora 3
on Out\et_e Cortrol Rl Outlet
Attitude | Y Sasfaction @ .
on Location on Locatiop &
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Figure 6.9 Structural Equation Model (SEM) Based oncustomer attitude and

satisfaction in traditional retail sector.
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Table 6.47

Factors in the Structural Equation Model Analysisin
Traditional retail sector

Unstandardised | S.E | Standardised
Factors - i
co-efficient of co-efficent P
(B) B (Beta).

Purchase || atitude 815 102 542 *0.001
behaviour

Satisfaction | <--+  g5-tot 3.597 397 1.196 **(0 001
Satisfaction| ____ Attitude 1.526 122 767 **0.001
on Promotion

Satisfaction | _ Attitude 1.981 134 .856 **0.001
on location

Satisfaction| ____ Attitude 5.018 486 .689 **0.001
on store

Satisfaction | _ Attitude 2.494 181 .825 **0.001
on Price

Satisfaction | Attitude 2512 180 .833 **0.001
on product

Attitude || savistaction 1.000 ; 087 -
product
Attitude price|<---| Satisfaction .685 .030 874 **0.001
Attitude store| <---| Satisfaction 1.469 .051 .922 **0.001
Atitude | satisfaction 636 02y 878 *0.001
location

Atiude | satistaction 476 028 843 | *0.001
promotion

Source: survey data

**Significant at 1% level

For the purpose of testing the model fit, null hyyesis and alternative hypothesis
are framed

HYPOTHESIS X

Null hypothesis . The hypothesized model hasaldit.

Alternate hypothesis : The hypothesized model do¢fave a good fit.
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Table 6.48

Model FIX

Indices Value Suggested value
Chi-square value 155.665 -
DF 36 -
Chi-square value/DF 4.324 < 5.00 ( Hair et al.,&)99
GFI .939 > 0.90 (Hu and Bentler, 1999)
AGFI 929 > 0.90 ( Hair et al. 2006)
NFI .954 > 0.90 (Hu and Bentler, 1999)
CFlI 957 > 0.90 (Daire et al., 2008)
RMR .062 < 0.08 ( Hair et al. 2006)
RMSEA 0.073 < 0.08 ( Hair et al. 2006)

Source:Survey data

From the above table it is found thet Goodness of Fit Index (GFI) value
(0.939) and Adjusted Goodness of Fit Index (AGHIue (0.929) is greater than 0.9
which represent it is a good fit. The calculatedrNal Fit Index (NFI) value (0.954)
and Comparative Fit Index (CFI) value (0.957) imadés that it is a perfectly fit and
also it is found that Root Mean square ResidualglRIR value (.062) and Root
Mean Square Error of Approximation (RMSEA) valueOi®73 which is less than
0.08 which indicated it is perfectly fit. From tI®EM result, it is clear that the
satisfaction level of both organized and traditiae#ail customers is enhanced with

perceived behavioural control.

6.6 Hypotheses Testing: Comparison between Orgamid and Traditional

Retail Customers

To conclude, the hypothesis formulated and testedconnection with
organized and traditional retail customers are showhe precise form in the table
6.49.
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Table 6.49

Result of Hypotheses Testing: Comparison between @anized and

Traditional Retail Customers

Slno Hypotheses Result
A There is no age wise difference between custonfers o Reiect HO
organized and traditional ret ailers. J
There is no education wise difference between cusis of :
B : o : Reject HO
organized and traditional retailers.
c There is no occupation wise difference betweenotnsts of Reiect HO
organized and traditional retailers. )
D There is no monthly income wise difference betwagstomers| Reiect HO
of organized and traditional retailers. )
L There is no marital status wise difference betwaestomers of Reiect HO
organized and traditional retailers. J
1 = There is no distance wise difference between custeof Reiect HO
organized and traditional retailers. J
G There is no motive wise difference between custsroér Reiect HO
organized and traditional retailers. ]
H There is no mode of transport wise difference betwe Reiect HO
customers of organized and traditional retailers. ]
| There is no frequency of visit wise difference betw Reiect HO
customers of organized and traditional retailers. ]
3 There is no shopping time wise difference betweestaners Reiect HO
of organized and traditional retailers. ]
K Therells no money_spend wise difference betweetoices's of Reject HO
organized and traditional retailers.
There is no product wise difference between théoousrs of .
A : . : Reject HO
organized and traditional retailers.
5| B Therells no shop wise dlfferer_lce between the custowf Reject HO
organized and traditional retailers.
There is no spending wise difference between tséomers of :
= organized and traditional retailers. Reject HO
A | There is no significant difference between thewats of Reiect HO
3 organized and traditional customers on product. J
B There is no significant difference between thdwadg of Reject HO

organized and traditional customers on price.
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S no Hypotheses Result
c There is no significant difference between the attitude of Reiect HO
organized and traditional customers on outlet. qec
D There is no significant difference between the attitude of Reiect HO
organized and traditional customers on location. qec
E There is no significant difference between the attitude of Reiect HO
organized and traditional customers on promotion. 9
There is no significant difference between the pressure of

F | reference group and retail format selection of organized and Regect HO
traditional retail customers.
There is no significant difference between the behavioral

G | control belief of customers of both organized and traditional Reect HO
retailers.

H There is no significant difference between the satisfaction of Reiect HO
organized and traditional customers on product. 9

| There is no significant difference between the satisfaction of Reiect HO
organized and traditional customers on price. 9

] There is no significant difference between the satisfaction of Reiect HO
organized and traditional customers on outlet. Qec

K There is no significant difference between the satisfaction of Reiect HO
organized and traditional customers on promotion. 9

L There is no significant difference between the satisfaction of Reect HO
organized and traditional customers on location. E

From the analyses, the researcher comes to a conclusion that with regard to

sector wise comparison, for all demographic and behavioural factors, there is

difference. Similarly there is no significant association is found between organized

and traditional retail customers with regard to product wise preference, the spending

pattern of organized retail customers are high compared to traditional retail

customers. Customers purchase behaviour comparison is concerned, organized retail

customers are satisfied with product, price, store, location and promotion but most of
the traditional retail customers are not satisfied with these variables. The study found

that the satisfaction level of customers enhanced with perceived behavioural control.
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The retail market in India is transforming at at fee. The new formats of
retailing in the form of organized retail are makits way with traditional retail that
existed through centuries in India. The size oéiteharket is US$ 600 billion in
2015. It is growing at a Compound Annual GrowtheR@EAGR) of 16.7 percent
over 2015-20 (IBEF, 2016). Even though traditiomefail constitutes over 93
percent of the total sales in the country as pdr72BEF report, smaller kiranas
(Indian version of a combination of convenience amamn-and-pop stores with less
than 500sqft area are facing difficulty in theirslmess and are unable to compete
with new age retailers in terms of variety and saaid have begun losing volume
and share of customer’s wallet in several partthefcountry (Vijayraghavan and
Ramsurya, 2007). The Prime Minister's Office ofigndad initiated a study on the
effect of big corporate retail stores on small iteta. The findings of the study
resulted that traditional retailers in the vicinitf organized retailers faced a
decrease in their business volume and profitabifitthe starting years after the
entry of large organized retailers, the negatifeatfon sales and profit will decline
over time in the long run (Joseph et al., 2008he $ame study also shows that all
income groups saved when they made the purchasedrganized retail stores and
low income consumers saved more as compared tethigbome groups. Findings
clearly indicates a clash in the report as of wingpite of having more savings to
consumers when shopping at organized outlets tigative impact on sales and
profit of traditional retailers reverses over timi&at is why more research is needed
in this area to have clear understanding of whataich it will have on traditional
retail with the growth of modern retail in the foiwh organized retail with new and
emerging formats. So this study creates a deepghininto the concerned issue and

strategies can be prepared to deal with it.
7.1 The Research Problem in Brief

Retailing has come to occupy a prominent positiontaday’s modern
society. In spite of the Indian retail revolutidgnis said that over 90% of the sales in

Urban India are still through traditional trade.\idgtheless, modern organized retail
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format is slowly gaining acceptance and can edsd#lysaid to be emerging as a
sturdy contender among consumers. Indian organie&l is moving with an
exponential rate that no other sector has witnessegble opportunities are present
as 90% of the Indian retail is still traditional i@ar Fatima, 2013). Now, the
guestion arises whether the growth of organizedilees will have impact on
traditional retailers. From the available literatuit is found that no systematic and
scientific study had been conducted so far witk tharticular issue. Therefore, the
investigator made an attempt to fill the gap thiotlte present study.

Thus, the present research work investigatestitdollowing major issues

1 Do the food and grocery organized retailer'etfthe sales performance of

traditional retailer?

2. Whether the organized retailers affect the leyges and customers of

traditional food and grocery sector?

3. Has the traditional retailer adopted the isafv strategies to face the

challenges offered by food and grocery organizéallezs?

4, Do the demographic and behavioral factorsuerfite the consumers’

preferences towards organized and traditionallezt®i

5. To what extent the customers are satisfied thighorganized and traditional
stores?

6. Is there is any difference in the attitude @amized and traditional retailers
customer?

7. Which type of customers will be the main drs&venf organized and

traditional retailers?

8. Whether the promotional strategies adopted byarozed retailers are

effective or not?
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7.2 Objectives

1.

7.3

To assess the impact of food and grocery orgametilers upon the sales

performance of traditional retailers.

To examine the impact of food and grocery organistdilers on customers

and employees of traditional retailers.

To analyze the survival strategies adopted by ridudittonal retailers to face
the challenges and competitions created by food gnodery organized

retailers.

To observe the facilities and services offered byanized and traditional

retailers.

To study the effectiveness of promotional strategdopted by organized

retailers.

To evaluate the attitude of traditional retailevs/@ards market trend, dealing

with competition and children taking up their biesas.

To study the demographic and behavioral factorst tinluence the

customers’ preferences towards organized and ivadlitretail stores.

To study the product wise preferences of custortevards organized and

traditional retail store.

To study the customer purchase behavior towardanmrgd and traditional

retail stores.
Hypothesis

To assess the impact of food and grocery organized retailers upon the

sales performance of traditional retailers.

HO: There is no significant association betweerraye daily turnover of traditional

retailers and their distance from organized rstaife.

HO: There is no significant association betweerraye daily turnover of traditional

retailers before five years and their distance foyganized retail store.
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HO;There is no significant association betweersoadaor decreasing average daily

turnover of traditional retailers and their distarirom organized retail store.

HO: There is no significant association betweeprage turnover per month of

traditional retailers and their distance from oliged retail store.

HO: There is no significant association betweenraye turnover per month of
traditional retailers before five years and thestahce from organized retail store.

HO: There is no significant association betweeasoa for decreasing average
turnover per month of traditional retailers andirtttistance from organized retail

store.

B. To examine the impact of food and grocery orgazed retailers on

customers and employees of traditional retailers.

HO: There is no significant association between Imemof employees working in

traditional retail stores (now) and their distafrcgn organized retail store.

HO: There is no significant association between lpeimof family employees
working in traditional retail stores (how) and theistance from organized retail

store.

HO: There is no significant association between Ioemof hired employees working

in traditional retail stores (now) and their distarfrom organized retail store.

HO: There is no significant association between Inemof employees working in
traditional retail stores before five years andirtlitstance from organized retail

store.

HO: There is no significant association between Ioemof hired employees working
in traditional retail stores before five years dhdir distance from organized retalil

store.

HO: There is no significant association between lpeimof family employees
working in traditional retail stores before five age and their distance from

organized retail store.
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HO: There is no significant association betweesoador decreasing employees of

traditional retailers and their distance from oliged retail store.

HO: There is no significant association between Imemof customer per day of

traditional retailers and their distance from oliged retail store.

HO: There is no significant association between lmemof customer per day of
traditional retail stores before five years andirtlitstance from organized retail

store.

HO: There is no significant association betweersoaaor decreasing customers of

traditional retailers and their distance from oliged retail store.

HO: There is no significant association betweercear of regular customers of

traditional retailers and their distance from oliged retail store.

HO: There is no significant association between Imemof regular customers of
traditional retail stores before five years andirtlitstance from organized retail

store.

HO: There is no significant association betweenagmonomic profile of customers
of traditional retailers and their distance frorgamized retail store.

HO: There is no significant association betweernaemmnomic profile of customers
of traditional retail stores before five years dhdir distance from organized retall

store.

C. To analyze the survival strategies adopted kyaditional retailers to face
the challenges and competitions created by food argtocery organized

retailers.

HO: There is no significant association betweemgkan traditional retail business
after any organized retail store opening nearby thed distance from organized

retail store.

HO: There is no significant association betweerdpod related survival strategies
adopted by traditional retailers and their distainom organized retail store.
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HO: There is no significant association betweeiceprelated survival strategies

adopted by traditional retailers and their distainoen organized retail store.

HO: There is no significant association betweentribistion related survival
strategies adopted by traditional retailers andr thistance from organized retail
store.

HO: There is no significant association betweemqution related survival strategies

adopted by traditional retailers and their distainoen organized retail store.

D. To evaluate the attitude of traditional retailers bwards market trend,

dealing with competition and children taking up ther business.

HO: There is no significant association betweertuale of traditional retailers

towards market trend and their distance from ogaihretail store.

HO: There is no significant association betweertualt of traditional retailers

towards dealing with competition and their distafioen organized retail store.

HO: There is no significant association betweertualt of traditional retailers
towards children taking up their business and tdestance from organized retalil
store.

E. To observe the faciliies and services offered yb organized and

traditional retailers.

HO: There is no significant association betweenféodities and services offered by

traditional retailers and their distance from oliged retail store.

HO: There is no significant association betweenféodities and services offered by

organized retailers and their format type.

F. To study the effectiveness of promotional stratges adopted by

organized retailers.

HO: There is no significant association betweenrmtonal strategies adopted by

organized retailers and their format type.
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HO: There is no significant association betweereaiveness of promotional

strategies adopted by organized retailers and teirat type.

G. To study the demographic and behavioral factorsthat influence

customers’ preferences towards organized and tradiinal retail stores.

HO: There is no age wise difference between cust®wieorganized and traditional

retailers.

HO: There is no education wise difference betweestamers of organized and
traditional retailers.

HO: There is no occupation wise difference betweestomers of organized and

traditional retailers.

HO: There is no monthly income wise difference kesw customers of organized

and traditional retailers.

HO: There is no marital status wise difference leetmvcustomers of organized and

traditional retailers.

HO: There is no distance wise difference betweestorners of organized and

traditional retailers.

HO: There is no motive wise difference between @ustrs of organized and

traditional retailers.

HO: There is no mode of transport wise differeneeMeen customers of organized
and traditional retailers.

HO: There is no frequency of visit wise differertmetween customers of organized

and traditional retailers.

HO: There is no shopping time wise difference betweustomers of organized and

traditional retailers.

HO: There is no money spend wise difference betveerstomers of organized and

traditional retailers.
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H. To study the product wise preference of custormng towards organized

and traditional retail stores.

HO: There is no product wise difference betweendhstomers of organized and

traditional retailers.

HO: There is no shop wise difference between tigtorners of organized and

traditional retailers.

HO: There is no spending wise difference betweenctistomers of organized and

traditional retailers.

l. To study the customer purchase behavior towardsorganized and

traditional retail stores.

HO: There is no significant difference between t#i#itude of organized and

traditional customers on product.

HO: There is no significant difference between #i#itude of organized and

traditional customers on price.

HO: There is no significant difference between #i#itude of organized and

traditional customers on outlet.

HO: There is no significant difference between #i#itude of organized and

traditional customers on location.

HO: There is no significant difference between #i#itude of organized and

traditional customers on promotion.

HO: There is no significant difference between pihessure of reference group and

retail format selection of organized and traditiomail customers.

HO: There is no significant difference between behavioral control belief of

customers of both organized and traditional retsile

HO: There is no significant difference between #agisfaction of organized and

traditional customers on product.
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HO: There is no significant difference between #atisfaction of organized and

traditional customers on price.

HO: There is no significant difference between #agisfaction of organized and

traditional customers on outlet.

HO: There is no significant difference between #agisfaction of organized and

traditional customers on location.

HO: There is no significant difference between #agisfaction of organized and

traditional customers on promotion.
7.4 Methodological Design

The present study is both descriptive and analytioa nature. Both
secondary and primary data were collected for thdys The secondary data were
collected from Annual Report on Indian Retail Sec@rganized retailers Website,
Websites of FLRS, Research Dissertations and TheResearch Journals,
Periodicals, Study Reports, Research PublicatiBosks related to the study area,
other websites, etc. The primary data have bedaatetl from traditional retailers,

organized retailers and their customers.

The sample respondents were selected on the bhsatified random
sampling technique. Largest three cities in Ker@azhikode, Trivandrum and
Kochi) have been taken for the detailed study. Bhivey is conducted to compare
the changes in profit, employees and customersmaill retailers in the traditional
sector in clusters where organized retailers hapeesence (treatment clusters) and
where they do not have a presence (control clysters400 traditional retail stores
selected from treatment area and 75 stores sel&@o@dcontrol area and for more
reliable result a distant criteria followed for &rss, ie total area devided in to three
on the basis of distance (The nearest, Around ancWway). Hence the sample size
taken as 400 customers, i.e. 200 traditional retestomers and 200 organized retail
customers. According to this study organized retsibre chain stores that situated
in each sample cities. Three types of retail fommaae selected as sample. These are
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Discount stores, Super market and Hyper markethéncase of organized retailers

researcher selected whole population as samptaifostudy.

The collected data were analysed by using thesttati tools like Mean,
Standard Deviation, Quartile Deviation, One Santptest, Independent sample t
test, one way ANOVA, Correlation, Regression andi@tural Equation Modelling.
The software’s used for the analysis are SPSSardOWarp PLS 4.0.

7.5 Chapter Scheme
Chapter 1: Introduction

The first chapter deals with the introduction, egsl problem, significance
and scope of the study, objectives of the studppthesis, operations definition of
terms and concepts, methodology and database, moatenodel, limitations of the

study and the chapterisation of the study.
Chapter 2: Review of Literature

Chapter two covers the review of the previousditiere relating to growth of
organized retailers, impact of organized retailenstraditional retailers, survival
strategies adopted by traditional retailers andarners attitude towards organized
and traditional retailers. This chapter identifidtee research gap through these

literature reviews.

Chapter 3: Growth and Development of Retail Secter Global and Indian

Scenario

The third chapter makes a theoretical overviewhefdoncepts of changes in
retail market, impact of organized retailers orditfanal retailers, customer attitude
towards organized and traditional retailers anatsgies adopted by retailers.

Chapter 4: Impact of Organized Retailers on Traditonal Retailers

Chapter four gives a detailed analysis of impacbmfanized retailers and
survival strategies adopted by traditional retaildt also covers the demographic

profile of the traditional retailers.
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Chapter 5: Food and Grocery Organized Retailers

This chapter demonstrates the comprehensive asabysihe promotional
strategies adopted by the organized retailerdstt provide the information about

the demographic and behavioural factors of orgahie&ail customers.

Chapter 6: Customers of Organized and Traditional Retailers- A Comparitive
Study

This chapter gives a detailed analysis of the psehbehaviour of both
organized and traditional customer’s. It also cevehe demographic and

behavioural factors of customers.
Chapter 7: Findings, Conclusions and Implications

The last chapter presents the summary of the wistlely, findings,

conclusions and the implications. It also provittesscope for further studies.

For the purpose of discussion, the chapter is dtitchto three sections.
Section A presents major findings and that of Bascerned with the conclusions
drawn from the findings. Section C deals with tmplications based on the findings

and conclusions of the study.
Section A
7.6 Summary of Findings
The major findings of the study are briefly giva the following sections.
7.6.1 Impact of Organized Retailers on TraditionaRetailers
A. Profile of Respondents

1. The study found that 46.1% of traditional retailare® from nearest area,

38.1% respondents are from around and 15.8% amefanaway.

2. The study shows that majority of the responderdgdgrathe age group of 36-
45 years, followed by 46-65 years.
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B.

The majority of the retailers have SSLC qualifioati

Majority of the nearest stores are grocery stor@gund stores are
fruit/vegetable stores and far away retail storesggneral stores. There is an
association between type of stores and their distdrom organized retail

store.

The density of retail stores is high in the neasst than around and far

away area.

The floor area of the nearest stores is less #éinaand and far away stores.
There is an association between floor area oftimadil retail store and their

distance from organized retail store.

Impact of Organized Retailers

Impact on Employees

1.

The study found from the comparison of number opleyees before and
after five years, it is clear that the number ofptoyees reduced for the

nearest followed by far away and around retailestor

The survey result shows from the comparison of remalb hired employees
before and after five years, it is clear that numbg hired employees

increased in the nearest, around and far away sttaes.

From the comparison of number of family employeefote and after five
years, it is clear that number of family employesguced for the nearest and
around and far away retail stores. The study atsod that traditional

retailers prefer more hired employees than famtypleyees.

For majority of the nearest stores, the reasonddareasing employees is less
profit. In the case of around and far away stoeesployees are decreased
because employees are changed to other traditieteal shops. Hence it is

concluded that there is no significant relationsbigtween reduction of
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employees of traditional retailers and the emergeot organized retail

stores.
Impact on Customers

5. The study shows the changes in the number of cestoifor the last five
years. In the case of the nearest stores, 25.@&metdecrease in the number
of customers, for around stores 19.71 percent andafay stores 60.26
percent increase. It is clear that there is sigaift decrease in the number of

customers of the nearest retail store than befeeeykars.

6. It is found that the reason for decreasing custenrethe nearest stores is
change to organized retailers. In the case of atgatail stores, the reason
is, change to organized retailers followed by cleang other traditional
retailers. The reason for decreasing customerarinway stores is change to
other traditional retailers. Hence it is concludbdt there is an association
between decreasing customers of traditional resaded their distance from

organized retail store.

7. The study shows the changes in the number of reguitomers for the last
five years. The mean percentage score of the riest@® is -39.68, the
number of regular customers decreased for thefilstyears. The mean
percentage score of around store is 23.13 andafay atore is 94.85. There
is increment in the regular customers of far awtayes followed by around

stores.

8. It is seen that the socio economic profile of m#joof the customers of
nearest and around stores are low but for far aetayl stores it is medium.
Before five years, the socio economic profile of thajority customers of

traditional retail stores was middle level.
Impact on Profit

9. The study found the change in the profit per daytlie last five years. In the

case of the nearest stores mean percentage s¢eté.i&2), that means 44.72
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10.

percentage decrease of profit in the nearest storebe last five years. In
the case of around stores 69.52 percentage anfhrfaway stores 42.52
percentage profit increase happen. There is sogmifi difference between
the changes in average profit per day for the fast years and stores

distance from organized retail store.

The study found that, daily profit of the majority the nearest retail store
reduce because of competition from organizedleztaiaround stores face
competition from organized and traditional retalemnd far away retailers

face competition from traditional retailers.

Attitude of Traditional Retailers

11.

The study identified the difference between thetuate of traditional
retailers towards market trend, dealing with contioet and children taking

up business on the basis of their distance frorarorgd retailers.

. In the case ofMarket Trend most of the nearest retailers do not
believe that organized retail store is the waydarbthe futureThey
expect that organized retail store are temporagnpimena — they
will not last over a period of time. They are fimgth their own
business format and believe that their customeesdaferent but
there is a chance to change to the organized s#ta#s. In the case
of around and far away stores they believe in thgh Huture of
organized retailers. They are fine with their bessformat. Around
retailers believe that their customers are diffetkat will not change
even if new organized retail stores come in. But daay stores
believe that their customers are different but éhisr a chance to

change to organized retail stores.

. In the case of Dealing with the Competition, foe thearest and far

away retailers wants to change their business epikg with modern

times but they don’t have resources to change.

341



C.

12

13.

14.

. In the case adttitude towards children taking up business, dewrest
retailers are strongly against the children takipg business but
around and far away stores would like to childrest gto their

business but will leave the choice to them.

. It is found that there is highly significant difearce between attitude
of traditional retailers towards market trend andalthg with
competition and most of the respondents are agite thhese two
variables. There is less significant differencenaen the attitude of
traditional retailers towards children taking upsimess and most of

the respondents are disagree with these variables.

Facilities, Services and Survival Strategies

The study provides evidence that majority of thaditional retail stores
provide electronic weighing machine, cash crediut majority of the
retailers are not provide POS / Computerized lgllicomputerized
accounting, inventory control, electrical equipnggiome delivery and none
of them provide credit card machine, Air conditimgpiand scanning / bar
coding. In the case of after sales service majaritthe nearest and around

stores provide this facility but most of the faraamstores don’t provide it.

The result shows that the majority of neasesd around retailers change

their business after organized retailers openiraglne

The study ascertained the differences of satvstrategies adopted by

traditional retailers with regard to their distaricem organized retailers.

Product Related Strategies

The study provides evidence that majority of theuad stores increased
packet items followed by nearest stores and falyast@es. Majority of the
nearest stores, far away stores and around stdoksianew product lines.
Majority of the nearest stores discontinued sonwalyet lines followed by
far away stores and around stores. Majority of learest stores, around

stores and far away stores increased number ofibran
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. According to this study there is significant difece among traditional
retailers based on their distance from organizddilees with regard to
Added new product lines, discontinued some prodines. For increased
packet items, increased number of brands, thene isignificant difference

among traditional retailers.
Price Related Survival Strategies

. Majority of the around, far away and nearest restdres did not reduce
price, but majority of the nearest stores reducgrtieses and reduced staffs.
Only 16 percent of the around and 2 percent ofrnibarest stores provide
discount to their customers and far away storesididorovide discount and

offers.

. The study shows that there is significant diffeeeraanong price related
survival strategies adopted by traditional retailenth regard to distance

from organized retailers.
Distribution Related Survival Strategies

. The study shows that only 12.2 percent of aroungkréent of far away and
3.7 percent of nearest stores are improved homeedgl 76.3 percent of
nearest stores, 44 percent far away stores andpé@c@nt around stores are
introduced self service. Majority of the nearesd anound stores extent their
credit facility but only 21.3 percent of far awapi®s are extent their credit
facility. Only 4.1 percent of nearest and 6.5 petcef around stores are

training staffs for politely service.

. The study found that there is significant differenamong distribution
related survival strategies adopted by traditiorethilers with regard to

distance from organized retailers.
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Promotion Related Survival Strategies

15.

16.

17.

The study found that majority of the nearest retail store offered after sales
service followed by around and far away stores. Mgjority of nearest stores,
far away stores and around stores provide varieties of products. Only 29.3
percent far away stores give attractive appearance to their shops followed by

31.5 percent nearest stores and 40.3 percent around stores. Only 4.6 percent

nearest stores provide advertisement followed by 1.1 percent around stores.

There is no significant difference among traditional retailers with regard to
the varieties of products and advertisement. In the case of after sales service
and attractive appearance of retail shops, there is significant difference

among retailers.

There is no significant difference among the nearest, around and far away
stores with regard to survival strategies related to product.

There is significant difference among the nearest, around and far away stores
with regard to survival strategies related to price, distribution and promotion.

The Correlation and Regression analysis result shows the relationship
between the number of customers and profit. The result of the analysis is
shows that there is a positive relation between number of customers and
profit.

The correlation result reveals the relationship between number of customers
and survival strategies. From the analysis it is clear that the survival strategy
score is not increased according to customers. The result is significant at 5%

level of significant.

The survey result found that, the survival strategy score is high where there
is high profit. The ANOVA table reveals that the calculated p value is .000,
which is less than 0.01. It is concluded that there is significant relationship
between profit and survival strategies adopted by traditional retailers.
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18.

7.6.2

The study shows the analysis of survivaltegya based on number of
customer and profit. The p value of number of corgts is (.315) is greater
than .05, it is clear that there is no relationdepveen number of customers
and survival strategies. The p value of profit .800Q) less than .01, it is
concluded that there is significant relationshipwaen profit and survival

strategies.

Food and Grocery Organized Retailers

Profile of Organized Retailers

It is found that out of 127 sample organized retailtaken for the analysis,
56.7% of retailers are Discount stores and 43.3%etdilers are Hyper /

Super market.

The year of establishment of majority of organizethilers is 5-10 years

followed by 11-20 years.

The floor area of the majority of the organizedhilettores is 1000-2500 sq.ft
followed by 2501-5000 sfy.

All organized retailers sell branded, unbranded pndate labelfood and

grocery items.

It is seen that mode of purchase of all organizgdilers are centralized

purchasing.
Profile of Customers

The age group of the majority customers of hypeesumarket is 26-30 but

in the case of discount store age group of majafityustomers is 31-45.

The socioeconomic profile of most of the hyper &sumarket and discount

store customers is middle class.

In the case of hyper/super market and discountestonajority of the

frequenting customers are usually prefer to contb family.
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9. The Average Number of Customers per Day

. The average number of customers per day of hypesr/smarket is
1570 and discount store is 282.67.

. The average number of customers per day befoee years for

hyper/super market 826.91 and discount store 132.35

. For hyper /super market percentage of increasehamumber of
customers for the last five years is 136.72 anddiscount stores
118.75. The study found that there is no significdifference
between hyper/ super market and discount storel wgard to

percentage increase in the average number of cassom

C. Facilities , Services and Promotional Strategies
10. Facilities and Services
. In the case of facilities, all the hyper/super neargtores use CRM

system, Bar coding & scanner, SAP/Tally, Informatikutomated
security and 78.2 percent are using ERP systemdi8tlount stores
using SAP/Tally followed by CRM system (62.5%), Banding &

scanner (62.5%), Information/Automated security .3%®, ERP
system (27.8).

. The result found that there is significant diffezen between
hyper/super market and discount stores with regaf@RP System,
CRM, Bar coding & scanner and Information/Automatazturity.
There is no significant difference between hypgrésumarket and

discount stores with regard to SAP/Tally.

. In the case of services, all hyper/super marketestprovide Free
home delivery, Warranty, Payment by credit cardyd®s/Exchange
facilities and none of them provide Credit facd#i For discount

stores, all of them provide Warranty and Repairsfaxge facilities.
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The study also found that 66.7 percent of discaiates provide
Payment by credit card and none of them provide Rmme delivery

and Credit facilities.

. The result shows that there is significant diffeenbetween
hyper/super market and discount stores with retgaktbme delivery.
All type of organized retailers provide Warrantyefirs/Exchange
facilities and none of them provide Credit facdgi

11. Methods to Contact

. All hyper/ super market stores developed methodsamtact and
follow up customers on regular bases, but only 2@2ent discount
stores develop these methods.

. All hyper/ super market stores used Print mediactebnic media as
methods to contact and follow up customers on eegbdses, 54.5
percent use Internet, 32.7 percent use outdoor rising and

distribution of pamphlets.

. Discount stores are not using Print media, Outdadvertising,
Internet, distribution of pamphlets but 29.2 petcase electronic

media to contact and follow up customers.

. The study found that there is significant differeremong hyper/
super market stores and discount stores with regamethods to

contact and follow up customers on regular bases.
12.  Communication with Customers

. All hyper/supemarket stores and 62.5 percent of discount stoees a

communicate with their customers.

. The result of this study identified that 100 petceh hyper/super
market stores use SMS, Website and 32.7 percentEosal for

communication.
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13.

. In the case of discount stores 33.3 percent ofodisic stores use
Website followed by SMS (29.2%) and none of them EEsail.

. The result shows that there is significant diffeebetween mode of
communication to customers between hyper/ supekehatores and

discount stores.
Promotional Strategies

All  hyper/super market offers coupons / discouspwledgeable and
pleasant sales people, store schedule informagoond customer service
centre, loyalty schemes for return / repeat tripgéient shopper card, use his
/ her choice of credit cards, no hassle returncgplgift vouchers, coupon
payment, 78.2 percent provide regular event, 72rcgmt sim application

and 32.7 percent special exhibits.

In the case of discount stores, 100 percent repledassle return policy and
provide store schedule information followed by8P6 knowledgeable and
pleasant sales people, 62.5 % able to use his¢hwece of credit cards and
good customer service centre, 37.5 % offers coupaiscounts and 33.3%
provide loyalty schemes for return / repeat tripgular event, special
exhibits and none of them provitk@rgains / deals, frequent shopper card,

gift vouchers, coupon payment, and sim application

The study found that, there is significant diffezenbetween hyper/super
market stores and discount stores with regard ¢octhupons / discounts,
knowledgeable and pleasant sales people, good neestservice center,
regular event, loyalty schemes for return / repejat frequent shopper card,
able to use credit cards, gift vouchers, coupomaay and sim application.
In the case of special exhibits, there is no sigaiit difference between
hyper/super market stores and discount storesofAthem are provide store
schedule information and good return policy andenoithem offer bargain.
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14.

7.6.3.

The result shows that 100% of organized retailgree@awith the statements
“Promotional strategies play a significant rolepirchase decision making”,
“The store personnel should be skill trained by expert, on tips on

promotional strategies and tools”, and “Discouni&ite cuts influence the
footfalls in this shop”.Hence it is concluded thatomotional strategies

adopted by organized retailers are effective.
Selection of Employees

Super Markets / Hyper Markets select their emplseyeough application
and majority of the discount stores select thropgt . The result shows that
there is significant difference between method elé&ing employees and

format type of organized stores.

The study shows that 47.6 percent of super/hypekehatores consider the
experience in traditional stores at the time ofuigment and 76.9 percent
appoint 1-4 employees and 23.1 percent appoint &riployees in such

manner.

Customers of Organized and Traditional Reiters-A Comparative
Study

Profile of the Sample Respondents

It is clear that out of 400 sample respondentsndie the analysis,124
(62%) respondents from Hyper market, 50 (25%) aedpnts from Super
market and 26 (13%) from Discount stores. They liné the organized
retail customers. Similarly, 200 (50%) respondente selected from

traditional retail shop, which represents the tradal retail customers.

For organized retail customers, the distance betwespondents’ residents
and retail shop is in the order of up to 1km (30%hH km and 6-30 km
(22.5%), above 30 km (20%) and 2-3km (5%), in cak¢he traditional
customers, majority (71%) of the respondents amnfwithin 1 km, 21 per

cent are from 2-3 km, 8 per cent are from 4-5 km.
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Demographic Factors

3.

10.

It is observed that, in the case of organizedIretstomers, male and female
respondents constitute 53.5 percent and 46.5 perespectively and for

traditional retailers, their combination is 64 pent and 36 per cent.

In organized retail sector, the respondents arthenage category of 31-40
(28.5%), 41-50 & Above 50 (24.5%) and up to 30 $22) and in traditional
retail sector age category are in the order of @132.5%), 31-40 (30%), Up
to 30 (24.5%) above 50 (13%) respectively.

The educational qualification of organized retailsiomers are high

compared to traditional retail customers.

As far as the occupation is concerned, Professoaatl employed prefer
organized retail stores more than traditional rettres but house wives,
entrepreneurs and students prefer traditionall rgti@ies more than organized

retail store.

The study found that the high income groups prefganized retail stores

than traditional retail stores.

It is observed that the majority of the customdrerganized and traditional

retailers are married.
Behavioural Factors

Majority of the customers visit traditional retatiore for buying something
and in the case of organized retail customers, th&y store for “ need to
buy something”, “On the way”, “Accompany friendsFree time”, “Have

extra money “and “Feel lonely “respectively. Thady found that there is
motive wise difference between customers of orgahend traditional retail

stores.

In the case of organized retail customers, theocusts use four wheelers
followed by scooter as mode of transport but mgjotraditional retail

customers are reached on foot.
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11.

12.

13.

14.

15.

16.

There is significant difference between the custem#& different retalil
formats and the number of times visits. The freqyeof visit of traditional

retail customers is high than organized retail @ustrs.

There is shopping time wise difference betweenarusts of organized and
traditional retailers. Most of the organized retailstomers spend 30-60
minutes per visit. The average shopping time dafiti@nal retail customers is

below 30 minutes.

There is money spend wise difference between cus®wf organized and

traditional retailers. Retail customers spend niom@ganized retail store
Product wise Preference of Customers
Product wise Preference

The study found that there is no significant degfece between the organized
and traditional retail customers with regard to fireference of Staples,
Other food grains, Milk/ bread/ egg , Toiletriespdthetics and Fruit &

vegetables.

The study observed that customers prefer organizdil store than
traditional retail store for purchasing packagedd® and Household
cleaning products.

Shop wise Preference

The majority of the retail customers purchase $&pMilk/ bread/ egg and
Fruit & vegetables from particular retail format.

The majority of the retail customers purchase fgoains, packaged foods,
toiletries/ cosmetics, and household cleaning prtsddrom retail store

without considering format type.
Spending Pattern of Traditional Retail Customers peWeek

The study observed the spending pattern of traditioetail customers who
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17.

D.

18.

shops also from organized retail stores. Therggsfeeant difference among
the traditional retail customers with regard torspieg pattern in traditional
and organized retail format. Majority of the traadiital retail customers
choose organized outlet for fruit and vegetabldsvieed by milk, bread and
egg, staples, other food grains and so on. Trauditicetail customers spend

more in organized retail stores for food grains fiod and vegetables.
Spending Pattern of Organized Retail Customers

The study shows the spending pattern of organie¢ail rcustomers who
shops also from traditional retail stores. Theresignificant difference
among the organized retail customers with regarépending pattern in
traditional and organized retail format. Majority the organized retalil
customers choose traditional outlet for staplesdfgrains, packaged foods
and vegetables and fruits and they don't prefekkiMiead/ eggToiletries/
Cosmetics and Household cleaning products fromitioadl retail store.
Organized retail customers spend more in traditiogi@il store for staples
and food grains.

Purchase Behavior of Customers

Attitude of Customers towards Organized ah Traditional Retailers

Customer Attitude on Product

In the case of organized retail customer Freshkst&roduct quality,
Preferred variants, Freedom to choose, Preferreld paes, Taking loose
items and Specific product are significant and nadsthe respondents are
agree with these variables.

In the case of traditional retail customers, Frastck, Product quality,
Freedom to choose, Specific product, Taking lotesms are significant and
most of the respondents are agree with these blasiand Preferred variants
and Preferred pack sizes are not significant.
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. Organized retail customers give more importancé’iteferred pack size,
Preferred variants and Freedom to choose thantitiaal retail customers
and in the case of Fresh stocks and Taking loasasittraditional retail
customers give more importance than organizedl @iatomers. Organized

and traditional retail customers give same prefegda product quality.
Customer Attitude on Price

. In the case of organized retail customers Reasenaiite, Lesser price,

Credit availability and Bargain are significant.

. In the case of traditional retail customers ReaBlengrice, Bargain is
possible, Credit availability are significant. Tresult shows that lesser price

is the less significant variable for traditionalaiecustomers.

. From the analysis, it is clear that traditionstiarl customers provide more
importance to bargain, lesser price and reasormlie than organized retail
customers and it is surprise that organized retagtomers give more

importance to credit availability than traditiomatail customers.
Customer Attitude on Outlet

. For organized retail customers, Cleanliness, Quabft facility and
equipment, Well trained employees, Sales serviaenéd Delivery, Knows
shopkeeper, Complain and problem solving abilitgtt®& service, Toilet
Service, Car parking space, Convenient timing, Bcbdplacement are

significant and Saves Time is less significant.

. In the case of traditional retail customers, Sav@se, Convenient timing,
Complain and problem solving ability, Better seevicnows shopkeeper,
Sales service, Cleanliness, Quality of facility asglipment, Well trained
employees, Car parking space are significant aagnity of the customers
agree with it and the Product placement,Toilevi8er Home Delivery are

not significant.
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. Organized retail customers give more importanceBétter service, Car
parking space, Cleanliness, Quality of facility aeduipment, Product
placement, Toilet Service,Well trained employeesjos shopkeeper,
Home Delivery, Sales service than traditional fetastomers.The traditional
retail customers give more importance to Conventaning, Saves time and

shows complain and problem solving ability thanamiged retail customers.
Customer Attitude on Location

. In the case of organized retail customers, Easgtess is the most preferred

factor followed by Proximity to work place and Céogo house.

. In traditional retail sector, Closer to house ig tmost significant factor
followed by Proximity to work place. Easy to accésshe least preferred

factor in traditional sector.

. All variables of organized and traditional retailstomer attitude on location
are significant and there is significant differenoetween the attitude of

organized and traditional customers towards looatio
Customer Attitude on Promotion

. Advertisement and consumer awareness is the mqsbriamt factor for

organized retailers and Occasional gift for consuiséhe least factor.

. Offering discount is the most important factor fiaditional retail customers

and advertisement and consumer awareness is Sigplederred factor.
. All variables are significant for organized andditenal retail customers.
Overall Customer Attitude

. The study shows that, in the case of organized taditional retail
customers Attitude on Outlet is most important dadbllowed by Attitude
on Product, Attitude on Price, Attitude on Locati@md Attitude on

Promotion.
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. The organized retail customers give more importatecgroduct, outlet,
location and promotion than traditional retail amsers. But traditional retail

customers give more importance to price than oegahietail customers.

Perceived Behavioural Control

In the case of organized sector, time and conveniarsk is the most
important factor, followed by financial risk, phgal risk and performance

risk.

. In the case of traditional sector, physical riskhe most preferred factor
followed by performance risk. Customers give sameripy to financial risk
and psychological risk. Time and convenience rskhe least important

factor.

. All variables are significant and most of the cusers are agree with the

statements.

There is significant difference between Organized draditional retail

customers with respect to Perceived Behaviourati@bn
Subjective Norms

. In the case of organized sector, “shops is wetesio the way me and my
family” is the most important statement. “My frienthink this type shop is
not good for me and my family for grocery shoppfiggthe least significant

statement.

. “Most families that are important to my family haweorporated grocery
shopping from this type shops” is the most prefésatement in traditional
sector and “incorporating grocery shopping frons ttype of shop in my

family routine would be negative "is the least siigant factor

. There is significant difference between Organized Jraditional retail

customers with respect to Subjective Norms.
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Customer Satisfaction on Product

. In the case of organized retail customers Freshisteak, Product quality,
Preferred variants, Preferred pack sizes, Spemifiduct, Freedom to choose
and Taking loose items are significant and moghefcustomers are agree
with all these variables.

. In the case of traditional retail customers Prodgoality, Fresh stock,
Taking loose items, Specific products are significand Preferred pack size,

Preferred variants, Freedom to choose are notfgigni.

. Fresh/new stock is the most satisfied factor f@aaized retail customers.
Choice of taking loose items is the most satisfador for traditional retail
customers, but it is the least satisfied factordayanized retail customers.

Choice of preferred variants is the least factoitrfaditional retail customers.
Satisfaction on Price

. For organized retail customers, reasonable pricé ksser price are

significant and bargain and credit availability ai significant.

. In the case of traditional retail customers, Credigilability is the most
satisfied factor followed by Bargain is possibled dReasonable price and
these variables are significant. Lesser priceadéhst factor and majority of

the customers disagree with this statement.

. The price is concerned, in the case of organiztadl istomers Reasonable
price is the most satisfied factor and Bargainhie teast factor and for
traditional retail customers, Credit availabilis/the most satisfied factor and

lesser price is the least satisfied factor.
Satisfaction on Outlet

. For organized retailers, Cleanliness, Product phere, Quality of facility
and equipment, Better service, Car parking spaaksSservice, Complain

and problem solving ability, Well trained employee€onvenient timing,
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Toilet Service, Home delivery and Saves time are significant and most of
the organized retail customers are satisfied with these variables. But

organized customers are not satisfied with Knows shop keeper.

. In the case of traditional retail customers, Knows shopkeeper, Saves Time
and Convenient timing are significant and most of the traditional retailers are
satisfied with these variables. But Complain and problem solving ability,
Sales sarvice, Cleanliness, Product placement, Better service, Quality of
facility and equipment, Well trained employees, Home Delivery, Car parking
space and Toilet Service are not significant.

. In the case of satisfaction on outlet, Cleanliness of the store is the most
satisfied factor for organized retail customers, Knows shopkeeper is the least
factor for organized retail customers but it is the most satisfied factor for
traditional retail customers. In the case of traditional sector, Toilet Service is
the least factor.

Satisfaction on Location

. With regard to location, Easy to access is the most satisfied factor for
organized retail customers followed by Proximity to work place and most of
the customers are dissatisfied with closer to house.

. Traditional customers have same satisfaction level on Proximity to work
place and Closer to house followed by Easy to access and most of the

customers are satisfied with these factors.

. The study found that traditional retail customers are more satisfied with the
location of retail outlets than organized retail customers.

Satisfaction on Promotion

. On the basis of mean score, Offering discount is the most satisfied factor for
organized retail customers followed by Advertissment and consumer

awareness and Occasional gift and all these variables are significant.
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In the case of traditional retail customers, Offgrdiscount, Occasional gift

and Advertisement and consumer awareness aregmificant.

Most of the customers are satisfied with promotictetegies provided by
organized retailers, but in the case of traditiomdhil sector, most of the

customers are dissatisfied with promotional stiateg

Overall Satisfaction

There is significant difference between organizetl draditional retail
customers with respect to satisfaction on ProdBdte, Outlet, Location,

Promotion and Overall Consumer Satisfaction.

The study shows that, in the case of organized| raiatomers, product,
price, outlet, location and promotion are signifitaand most of the
customers are satisfied with these variables.

In the case of traditional retail customers, pradpdce, outlet, location and
promotion are not significant and most of the comts are dissatisfied with
these variables.

The correlation and reggretion result shows thetigiship between
customer attitude and customer satisfaction. Thsulte of the analysis
showed that, for organized retail customers attitatiproduct, price, outlet,
location and promotion are significant relationskijph different facets of
satisfaction. But for traditional retail customensce is the only significant

factor.

The Structural Equation Model found that the satisbn level of both
organized and traditional retail customers is enbdnwith perceived

behavioural control.
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Section B

7.7 Conclusion

The major conclusions drawn from the findings o 8tudy are explained
here. The study has identified the impact of orgediretailers on employees,

customers and profit.

Food and grocery organized retailers are adveedtdgted on customers and
profit of traditional retailers. There was no ewide of a decline in overall
employment in the traditional retail sector as auleof the entry of organized
retailers. There is some competitive response ftoaditional retailers through
improved business practices and technology up goadaThey want to change
business keeping with modern times but they doavehenough resource to change.
Majority of traditional retailers is wants to staythe retail business and compete,
but they against the children taking up this rehaikiness. The gaining edge for
traditional retailers seems to be better locatitheir personal relation with
individual customer, credit facilities that theyopide and along with there are
additional services which for organized retaileitsjs difficult to match with.
Organized retail sector provide one stop shoppgapd atmosphere, attractive
display, ply area, different promotional strategipleasant sales people etc. From
the study it is found that when compared betweeamized and traditional retail
format the respondent had more satisfaction wigaoized retail format, the reason
for the visit is not necessarily for shopping bot hedonic pleasure and for stress

relieving purpose but traditional retail sectovegimportance to price only.
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Section C

7.8 Implications

Suggestions on the basis of Demographic Factors

1.

The majority of the customers of traditional rets are males. Retailers
must retain these customers and try to increasauhwer of customers by
attracting female customers also, their needs aqmbatations and their
wisdom of choice of merchandise should be respdoteéedrms of quantity,

color, design etc.

The majority of the shoppers belong to 41-58&ryef age. According to the
study there is a relationship between age and paechbehavior of
customers. Age is an important variable when it esrto influencing the
customer’'s purchase behavior. Every age has its state of attitude,
perception and characteristics. Retail shops ngestr up to the needs,

mentality, taste and expectations of all age groups

According to the study, the income of a perswgely affects the purchase
behavior. Majority of the high income customersmgpenuch in organized

retail stores as against the one with lower incarhe has to make maximum
purchases from the traditional retail sector. Theitional retailers can

attract high income groups by adding some branadedgaality products in

their merchandise.

As per the research the majority of the tradai retail customers are
housewives and are employed who shopped often.eAshe research the
occupation of the customer has influence on hichmse behavior. The
retailer must consider their needs and expectationeetain the existing

customers and develop strategies to attract otterpation groups.

Majority of customers belongs to the middleoime group who always look
for value for the money spent. The retail shopsukhtake care to sell the

goods of reliable quality at reasonable prices.d.
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People buy various goods and services oveeditne and that is actually
affected by the age of a person and the familydifele stage one is in. The
purchases of a bachelor may not be similar withpimehases of a couple.
So retailer must design their strategy accordinthéoneeds and expectation

of different groups of customers.

Suggestions on the basis of Behavioral Factors

7.

The customers visit traditional retail storelyofior buying something.
Retailers can attract more customers by giving seimple extra facilities
like offer simple games, fix weighting machine, somstant food items like
sweet corn. Through these types of facilities tetsican earn more profit

and customers feel happy and relaxed.

The retail store should take care of the alditg of products at all the times
and no shortage of goods should be encounteredoi@ess visit traditional
retail stores for immediate purchases. If the tralal retail store is not in a
position to meet the demand of customers, they tlosie goodwill and also
the customers themselves. Therefore, adequatelsgpdo be taken to have

sufficient stock to meet the customer demand.

Most of the traditional retail customers spess than Rs.1000 per visit. The
study found that traditional retail customers shogps planned one and
they purchase only planned merchandise unlike thganized retail
customers. Traditional retailers can increase dpgnplattern of customers
through attractive display, discounts, offers Itkey one get two, spot gift,
Preferred pack sizes, Preferred variants, Freedoohdose, Better service,
Car parking space, Cleanliness, Quality of facibilyd equipment, Toilet
Service, Well trained employees, Sales service 8wmfas and such
comfortable seating facilities must be providedn@ke people relaxed.
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Suggestions on the basis of Purchase Behavior

10.

11.

12.

13.

14.

15.

The study observes that customers prefer mgdnretail store than
traditional retail store for purchasing packagedd® and Household
cleaning products. So it is good to add more brdnukckaged foods and
cleaning products in their merchandise to retastamers.

The main disadvantage of traditional retgilim non availability of
guantitative discounts. To solve this problem a fewnber of retailers can
collectively purchase bulk merchandise so that thélyget discount from
suppliers and retailers will be able to give disuowffers, gift or any other

offers to customers.

Another disadvantage of traditional retailireg non availability of new
customers. Word of mouth from friends and neighlbegse found to be very
effective and the stores should promote their @sisr through better

customer satisfaction.

Inside the store ambiance is poor in trad#iaetail stores but still they are
not coming out of the mindset and still not prdafegrinvestment in the
existing business. It is very important to creatgpoad atmosphere inside the
store by providing good facilities and serviceseliROS / Computerized
billing, Credit card machine, Scanning / bar-codinGomputerized
accounting &inventory control etc. (Software), Htemal equipments like
refrigerator, inventory, freezer, hot case etcr,danditioning, Pleasant sales

persons, Drinking water, Toilet facilities, selfwee facilities etc.

Most of the traditional retailers do not calesi display of the merchandise.
But this is important to persuade the customenasiv their stores. Displays
and banners are important component of food andegyoretail stores and

these strategies attract more customers.

As per research traditional retail stores @oé using computers for the
management of stores. The stores are not takingo@urefit of computer

applications in the field of accounting, managenednt It is suggested that
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16.

17.

18.

19.

20.

21.

traditional stores start adopting computers fortdvsemanagement of the

stores.

The sales person has important role to ataadtretain customers. Stores
must consider the education, experiences, helpiature, looks and
knowledge of sales person and provide proper trgini

Retailers should give utmost care to keepyallgustomers .For the same,
loyalty programs needs to be introduced like prefiticustomer status, free
insurance, bonus points, cash back schemes amd pthgrams which

satisfy the customer.

Retailers can fix a complaint and suggestiboz. It is very helpful to
retailers to know the weakness of the store andg#héhe shortcomings if it

IS necessary.

Good atmosphere given by the retailer helgsooners stay around the store
for more time. The in store atmosphere has a mfluence on the
customers purchase behavior. Therefore, retailerst take greatest care to
create a good shopping experience in their stdigis. can be done through
proper lighting, air conditioning of the store, dr@arking, neat and clean
wash rooms, elevators, cleanliness, good secunidypaoper ventilation or

even having play area for children.

Promotional factors do play important roleidang and choosing a store.
Major promotional strategies used by the retaitedaare Offering discount
(price, premium, etc.), Occasional gift for consumé&dvertisement and

consumer awareness, low priced products and ottnactave schemes.

The location of a traditional retail storesimse of the significant factors in its
success. Convenience goods are those commodit@sctimsumers buy
frequently, usually in small quantities and in fettores that are easily
accessible. Hence the traditional retail storestrhase to take the utmost
benefit of store location and offer possible sal@ssistent with a fair profit.
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22.

23.

24,

25.

Store layout is another main factor in retgiliSuccessful retailers make the
fronts of their stores attractive. The agreeablteraal appearance of the
salesman and the store, maximum store circulationustomers without
barriers and high quality goods and services dtttacthe prospective

customers that the salesman and store are sudcessfu

Traditional retailers should keep in doing kearesearch to understand the
purchase behavior of customers. So retailers cagilyeaentify with

customers attitude, satisfaction and expectations.

Traditional retailer should keep books of agts to arrange the expense
accounts in his general ledger. So he can comparentome ad expenses,

increase profit etc.

To keeping harmonious employer-employee ioglahips is a significant
factor in retail store. These relations have tori@ntained by giving proper

remuneration and bonus.

Suggestions to Government

26.

27.

28.

Several Government marketing agencies exish &t the Central as well as
State levels, which need to be revived and madeitwest in modernizing

infrastructure of unorganized retail outlets. Parships between existing
Government marketing agencies and cooperativealsarbe considered.

To prevent cornering of stocks by big playeith the associated potential
for speculation, there should be rules for publscidsure of stock holding
levels. Public agencies should be empowered tofbag grains from the
organized retailers at reasonable prices if thiecks exceed a specified

level.

The Centre should formulate guidelines andeguwents should vest
municipal corporations and/or panchayaths with gbevers to regulate the

big retailers.
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29.

30.

7.8

Ensure better financial assistant at reasenialbérest rates accessibility to
unorganized retailers from banks and other findnamstitutions for

modernization and expansion of unorganized retailer

A committee/board/department should be sebyhe urban local bodies,
with representation from unorganized retailer asgimns, which should be
empowered to grant licenses to organized retailensay help to control the

establishment of organized retailers.
Scope for Further Study

The present study has covered largest thries @it Kerala; the future study
may cover the other regions of India to have a catpve view of

customers and retailers perspective towards enggrgtail formats.

The study is restricted to food and grocetgilieg whereas category wise
analysis will provide a better understanding ofdbetor.

The study is aimed at establishing the impadhe unorganized retailers, so
there is a scope for further research in impadntermediaries, farmers and

other supplier.
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Appendix 1

Questionnaire for Traditional Retailers

Distance from organized retail outlets (in km/m):

Section 1: Owner Profile

1.1. Name of owner: &ag—

1.2. Highest education level completed:

[ ] No formal schooling [ ] Up toBstandard
[ ] Up to 10 standard [ ] ud e standard
|:| Graduate |:| Post graduate

Section 2: Outlet Type

2.1. Name Of OULIET: .. .o e

2.3. Type of outlet{ |  Grocerystore [ ] General store
[ ] RriVegetable seller
2.4. Type of BusinesE Only retail |:| Retail cum wholesale

2.5. Size of store: .............. sqr feet



Section 3: Employee and Customer Profile

Q. Question Now Before 5 years
No.
3.1 | Number of personnel working in this | Hired Hired
outlet? personnel personnel
Family Family
Members Members
Total Total
If decreased, give main reason /s? | Less profit
(Ask only if number of customers : i
3.2 | 'now'is less than 'before’ in Q.3.1) Change to organised retail stores
Change to traditional retail stores
Demand more remuneration
3.3 | How many customers generally visit| Number Number
your shop on an average per day?
3.4 | If decreased, give main reason /s? | Change to organized retail stores
(Ask only if number of customers
'now' is less than 'before’ in Q.3.3) _
Change to other traditional retall
stores
Number Number
3.5 | How many customers are regular
customers?
3.6 | What is the socioeconomic profile of| Upper class Upper class
most of your customers? : :
Middle class Middle class
Lower class Lower class




Section 4: Turnover and Profit

Q.

No Question Now Before 5 years
4.1 | What is / was your Rs. Rs.
average daily turnover?
4.2 | If decreased, give main | Competition from organized retailers
reasons?
(Ask only if average
monthly turnover 'now’ is i " .
. Competition from traditional retailer
less than 'before’ in Q.4.1 P
4.3 | What is / was profit do Rs. Rs.
you earn on an average _
every month?
4.4 | If decreased give main | Competition from organized retailers

reason
(Ask only if percentage

profit ‘'now’ is less than
‘before’ in Q4.3)

Competition from traditional retailer

Section 5: Facilities and Services

5.1 Please tell us about the technological fagdiand services that you
currently use, and the once which you plan toingke near future
Facilities Currently using | Plan to use

A. POS / Computerized billing

B. Credit card machine

C. Scanning / bar-coding

D. Computerized accounting ,inventory
control etc. (Software)

E. Electrical equipments like refrigerator

inventory, freezer, hot case, etc.




F. Air conditioning
G. Electronic weighing machine
Services
H Do you accept credit cards?
Do you give cash credit to your
customers?
J Do you give home delivery?
K After sales service
6. Please indicate your reaction to the followingems by using the scale
below: SD - Strongly Disagree, DA -Disagree, SWA efhewhat agree A
- Agree , SA -Strongly Agree.
No: | Questions SD DA | SWA SA
6.1 | Market Trend
A A supermarket/large self-service store is
the way to be in the future.
B Supermarkets/large self-service stores are
temporary phenomena — they will not last
over a period of time.
C Supermarkets/large self-service stores gre
good, but I am fine in my own business
format. | do not need to change
D My set of customers are different from
those of modern/large self-service stores
so there will not be any effect on my
business.
E | have a set of loyal/regular customers

that will not change even if new, more
modern stores come in.




Dealing with the Competition

I would like to change my business in
keeping with modern times

| do not have the resources to change my
business in keeping with modern times

We have always been doing this business
in a certain way. | do not see any reason
to change that

6.3

Attitude towards Children Taking up
Business

| would definitely like my children to
continue withthe same business.

| would like my children to get into my
business but will leave the choice to them.

| would insist that my children take up
anything other than this business.

Section 7: Survival Strategies

7.1

[ ]

Has there been any change in your businessaafy new, big store opening

nearby?

Yes |:| No (If yegsdribe)

Some small retailers have done a few things topstenwith the large
retailers. Have you done any at these strategig&?®(describe)

Product Related

Increased packet items

Added new product lines

Discontinued some product lines

Increased number of brands




Price Related

Reduced Price

Reduced expenses

Reduced Staff

Discount, offers

Distribution Related

Improved home delivery

Convenient timing of operation

Introduced self service

Extension of credit facility

Training staffs for Politely service.

Promotion Related

After sales service

Varieties of products

Attractive appearance of retail shops

Advertisement

THANK YOU
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Appendix 2
Questionnaire for Organized Retailers

1. Outlet Profile
1.1. Type of outlet: |:| Super market/ Hypearket |:| Discount stores
1.2. The year of establishment .........................
1.3. Total floor area (sq. ft.): ...........
1.4. Type of product: [ ]  Branded [ ] Unbranded
|:| riviate Label |:| All Categories
1.5 Where do you buy your goods?
[ ] Wnhaale Dealer [ ] Locatudmitor
|:| Dity from Company |:| C
2. Customer Profile

2.1. General age group of the customers that arentist frequent visitors

[ ] 15-25 [ ] 26-30 [ ] 31-45
|:| 46-50 51-55 |:| 56 &above
2.2. What is the socio economic profile of mosyadir customers ?

[ ] Lower Class [ ] Lower Middle Class [ |  Middle Class

|:| Upper Middle Clas|:| Lower Higlass |:| High Class
[ ] Upper High Class

2.3. Your frequenting customers usually preferdme with:

[ ] Spouse [ | Families [ | Friends [ | Relatives
[ ] Alone
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2.4. How many customers generally visit your sho@o average on a week?

Now ... ............ Before.........
3. Facilities and Services

What are the facilities and services provided by twyour customers?

Facilities
1 ERP system
2 CRM system
3 Bar coding & Scanner
4 SAP/Tally
5 Information/Automated security
Services
6 Free home delivery
7 Warranty
8 Payment by Credit card
9 Credit facilities
10 Repairs/Exchange facilities
4, Have you developed methods to contact and fallpwustomers on regular
bases?
[ ] VYes [ ] No
5. If yes, what are the methods followed by you?
[ ] Print media [ ] Outdoor advertising (Banner/Hoarding)

|:| Electronic media |:| Internet

|:| Distribution of pamphlets
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6. How do you communicate with your customers?

[ ]sms [ ] Email [ ] website

7. Promotional Schemes

Which of the following promotional schemes do ydier?

1. It offers Coupons / discounts

2. It offers Good bargains / deals

3. There are Special exhibits

4, There are Knowledgeable and pleasant salesgeopl

5. There is availability of Store schedule inforinat

6. There are good Customer service center (whecame
obtain list of current sales, discount couponsygiets
schedules etc)

7. There are Regular Event promotions / Activities
Concerts / Live performances etc
There are Loyalty Schemes for return / repéat tr
There are Frequent shopper card

10 The customer is able to use his / her choiceredit
cards

11. There is a no hassle Return policy (Ease and
convenience of returning merchandise)

12 There are Gift vouchers

13 There are Coupon payment

14 There are Sim application




8. Below are some attributes that relate to proomati strategies offered by
organized retailers. Give marks between 1-5 to e#cibute, (1 = Least

Important/Insignificant, 5 = Extremely Important)

o] Question 1 2| 3 4 5

Promotional strategies play a significant rol
in purchase decision making.

D

The store personnel should be skill trained by
an expert, on tips on promotional strategies
and tools.

Discounts / Price cuts influence the footfalls
in this shop.

9. How do you select your employees?
Applications
Family member
Advertisement
Agency
Personal contacts

Psc

Juuo o

10. Do you consider experience of employees ingarteed retail shop at the

time of recruitment?

Yesl:| No |:|

11. If yes, number of employees working in youromhin such manner:

HANK YOU




Appendix 3

Questionnaire for Customers of Organized and Tradibnal Retail Customers

1.1 Gender: [ ] Male [ ] Female
1.2 Age .........
1.3  Education:

[ lliterate [ 1 Uphigh School [_1 plustwo
1 Bachelor Degree [ ] Master Degree

1.4  Occupation:
[ ] Student [ ] Housewife [ ] Professional
[ ] Employee [ ] Entrepreneur [ ] Government Official
[_1 Other

1.5 Monthly Income

1.6 Marital Status [__1 Single [ 1 married [_IDivorce

1.7 What is the approximate distance of yesidence from this retail

outlet?............... km/m?

2.Behavioral Factors

2.1 When do you go shopping? (You can maskenthan one box)
[ 1 When I need to buy somethil__] When | have extra money
[ ] While | am on the way [ ] When laccompany friends
[_1 When | am free [ ] When Ifeel lonely

[ 1 other............

Xi



2.2 How did you come to this outlet in thisit?
[ ] By walk [ 1 Bicycle [ ] Bus
[ ] Auto S{__ Pr/Bike i Jwheeler
2.3 How often you visit the store: weeklyl 2 3 4 5 6 7
Monthly 1 2 3 45
24 How long does average shopping tim@last.........................

2.5 How much money do you generally spendapsropping?

3 Which of the following categories did yowha this visit?

Do you also buy| How much do you speng

Pleasd IS product | at supermarket and sma

ltems mark | category from retailers in a week?
modern /small

retailers?(yes/no)Small shop| Supermarke

Staples (rice/ atta/ wheat)

Other foodgrains/ flours Cooking oil/
ghee/ vanaspati

Milk/ bread/ egg

Other packaged foods

Toiletries/ Cosmetics

Household cleaning products

Fruit & vegetables

xii
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Attitudinal Statements

What are the main reasons for buying from thised2tPlease indicate your
extent of importance or unimportance with them lacimg appropriate number in
the given blank space.( 1- Not at all importa2t Somewhat important , 3- Neutral,
4- Quite important , 5- Extremely important)

Statement 5 4 3 2 1

1.Customer Attitude on Product

Choice of preferred pack sizes

Choice of preferred variants

Better product quality

Fresh/new stock

Freedom to choose

Choice of taking loose items

Specific product is available at
this shop only

2. Customer Attitude on Price

Bargain is possible

Lesser price

Credit availability

Reasonable price

3.Customer Attitude on Out let

Better service

Convenient timing

Car parking space and service

Cleanness of the store

Quality of facility and equipment

Product placement

Toilet Service

Well trained employees

Saves Time
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Knows shopkeeper

Home Delivery

Sales service

Complain and problem solving ability

4 .Customer Attitude on Location

Closer to my house

Proximity to my place at work

Easy to access

5.Customer Attitude on Promotion

Offering discount (price, premium, etc.)

Occasional gift for consumer

Advertisement and consumer awareness

Perceived Behavioral Control and Subjective norms
Please mark in a cell for each statement that meatevith your attitude.

Please indicate your extent of importance or unmgmce with them by placing
appropriate number in the given blank space (1-afi@l important, 2- Somewhat

important, 3- Neutral, 4- Quite important, 5- Extrgy important).

Statement 5 4 3 2 1

Perceived Behavioral Control

| perceive performance risk when chosen store not
delivered the expected benefits.

| perceive financial risk when | have to pay more
than necessary.

| perceive psychological risk when chosen store
provides unpleasant store shopping experience and
low social status.

| perceive physical risk when chosen store delivers
unsafe products and unsafe shopping experience.

| perceive time and convenience risk when it takes
more to time to find and purchase a product.
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Subjective Norms

| do not have certain plans to purchase
groceries.

my

Me and my family feel a strong commitment
incorporating grocery shopping from this type
shop into our weekly routine.

in

Incorporating grocery shopping from this type
shop in my family routine would be negative.

of

Incorporating grocery shopping from this type shop

in my family routine would be inefficient.

Shopping groceries through this type shops is

attractive to me and my family's’ daily life.

Purchasing groceries from this type shops is

well

suited to the way me and my family normally tends

to shop groceries.

Most people who are important to me and

my

family think that we should incorporate grocery
shopping from this type shops to our everyday

lives.

People whose opinions my family value wou

d

increase if my family incorporated grocery

shopping from this type shops.

Most families that are important to my family have

incorporated grocery shopping from this type sh
to their everyday lives.

ops

People that influence me and my family would f
positive if we purchase groceries from this ty
shops.

eel
pe

Incorporating grocery shopping from this ty
shops within my family routine would be difficult

pe

Incorporating grocery shopping from this type
shop within my family routine would be difficult {
arrange.

of

Most of the friends who influence the behaviour
me and my family at the time of grocery shoppin

of

My friends think this type shop is not good for 1
and my family for grocery shopping.

me
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Consumer Satisfaction Level

5 = Very Satisfied, 4 = Satisfied, 3 = Neutral, 2 Bissatisfied, 1 = Very Dissatisfied

Statement 5 4 3 2 1

1.Consumer Satisfaction on Product

Choice of preferred pack sizes

Choice of preferred variants

Better product quality

Fresh/new stock

Freedom to choose

Choice of taking loose items

Specific product is available at
this shop only

2. Consumer Satisfaction on Price

Bargain is possible

Discounts / lesser price

Credit availability

Reasonable price

3.Consumer Satisfaction on Out let

Better service

Convenient timing

Car parking space and service

Cleanness of the store

Quality of facility and equipment

Product placement

Toilet Service

Well trained employees

Saves Time

Knows shopkeeper

Home Delivery

Sales service
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Statement

Complain and problem solving ability

4.Consumer Satisfaction on Location Related

Closer to my house

Proximity to my place at work

Easy to access

5.Consumer Satisfaction on Promotion

Offering discount (price, premium, etc.)

Occasional gift for consumer

Advertisement and consumer awareness

THANKYOU
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